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WITH 


FREEMAN @ootmakers 


Fe If you want to “change your luck” in °39, these grandly made, wisely 


styled shoes are the line to tie to. 

You know how Freeman Bootmakers are built—how we use the choicest heart- 
of-the-hide leathers, plump, full, and even; how they lazy along on the last for six 
weeks; how they’re cured on the wood for lasting fit and longer wear. 

And you ought to know how they’re selling! Freeman dealers are “trading up” 
with Bootmakers—getting into the higher-profit bracket on every sale. They make 
more on Bootmakers than on most other shoes in their price class. . 

Bootmakers may be your opportunity for better business in 1939—and there- 


after. Look into it! 


CATALOG READY ...The handsome new Freeman catalog, covering 


the complete Freeman line, awaits your request. Just say the word. 


FREEMAN SHOE CORPORATION - BELOIT - WIS. 
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FIRST of the Fairs starts the New 
Shoe Year with a force and drive 
encouraging to all industry. Let it 
be known the country over that 
shoes lead the way—1056 exhibits 


under one roof—none greater in 


any industry and proof that op- 
portunity is not lost in the shoe 
industry. And that bigness is not 
the ultimate distinction of distribu- 
tion or production—for some little 
vigorous concerns showed amazing 
vitality—and ability to live in peace 
and accord with the big fellows. 

Some 1056 exhibits averaging 
(let us say) 100 samples per room, 
make a total of 105,600 samples 
on display—practically all NEW— 
seeds for planting sales and service 
in the entire field of shoe selling 
in every state, city, town and vil- 
lage in America. This is indeed a 
token of the life and usefulness of 
shoes. 


AL SLAVENS of Auburndale. 
Florida, sent a box of oranges to 
the National Shoe Fair, and if you 
don’t think a shoe man can wax 
eloquent on products from his own 
place—you don’t know Floridians. 
“An orange at 4.00 P. M. is as 
good as a cocktail”—which, by the 
way, opens the way to introduce 
his Pondoroso Lemons—“of a size 
as big as your head.” We had an 
opportunity to show it to a stylist 
who said: “Enough juice to make 
a dozen lemon pies” . . . How 


ies’ ONE temon / 


C 








feminine! Well, it went into 
eighteen Tom Collinses—some sour 
—and the only lemon at the Fair. 


S PEAKING about nuts . . . Cali- 
fornians, not to be outdone, shipped 
walnuts to the Fair—and we have 
it on the word of Dr. John Martin 
Hiss that on his farm in Southern 


[11) 


California walnuts are showing a 
national taste a new munchable in 
midday. ... “Good for you, too,” 
says he. 


©. BENJAMIN RUSH, advertis- 
ing and sales counsellor of Detroit, 
Michigan, has been a four-star, 
four-year man in carrying ideas to 
merchants at the Advertising and 
Sales Promotion Clinic at The Na- 
tional Shoe Fair. He said the out- 
standing idea of all merchants in- 
terviewed was that 1939 is a year 
for Fair Mark-Up. As one man put 
it: “Each customer wanting me to 
make a fair mark-up because it 
protects the customer’s interest and 
insures good shoes, all the quality 
entitled to, and a fair price for the 
whole bundle.” The philosophy of 
giving all—to get a little—is sound. 

Mr. Rush has a shoe philosophy 
of his own . . . “Three things the 





customer does before coming to 
the store: First—decide she needs 
shoes. Second—Decide that yours 
is the store to go to. Third—lIt 
will pay her in satisfactions to pay 
your prices. The only thing that 
influences these three essentials is 


ADVERTISING.” 


* . 


W ARD MELVILLE, president of 
the Melville Shoe Corporation, ob- 
served: 

“Except for the first two months, 
retail business should be substan- 
tially better in 1939. Although 
both farm prices and the rate of 
activity in the durable goods indus- 
tries must rise materially before 
there can be a sustained recovery, 





conditions are generally brighter 
and the outlook is for a year of bet- 
ter employment and an increased 
volume of production. In line with 
this view, therefore, my company 
is budgeting and placing orders in 
anticipation of a five per cent in- 
crease in unit sales in the first quar- 
ter and a ten per cent increase in 
the second. Business in the third 
and final quarters should also be 
good.” 

W ALK-OVER men were com- 
panion at the Thursday luncheon 
of the National Boot and Shoe 
Manufacturers Association—filling 
two hundred places around the big 
magnet-shaped tables—and in a 
room of nine hundred men listen- 
ing to General Hugh S. Johnson, it 
was apparent that good business 
is to be a walk-over in 1939. 


* * 7. 


LLIEUTENANT-COLONEL Charles 
T. Cahill, Publicity Director of the 
United Shoe Machinery Corpora- 
tion, was prevented by his atten- 
dance at the National Shoe Fair in 
Chicago from playing a prominent 
role in the inauguration of Leverett 
Saltonstall as Governor of Massa- 
chusetts on January 5. On the eve- 
ning before he took office, Governor 








—"A journalist must say things in 
tones that can be heard by a pub- 
lic which is hard of hearing.” 


—"As archaeologists excavate 
ruins, so do psychologists exca- 


vate reasons. 


= a 
—"Human nature is a fairly per- 
manent thing—" 
2 ."@ 


— "The superman has created the 
airplane and the radio; the ape 
man has got a hold of them—' 


—'Making money is easier than 


keeping it." 
yo a 


.—"The world rates a fair share of 


men as important individuals— 
but never the ones who think they 


are." 
—— ae 


Culled from the current press by 


Fon We, 


President 





Saltonstall announced that he had 
appointed Lt. Colonel Cahill as 
ranking head of personal aides on 
his military staff. The duties of this 
office make it incumbent on the staff 
to attend the governor at all state 
functions of a social nature. For 
many years Lt. Col. Cahill has been 
active in the military affairs of the 
state. He is a past commander of 
the Ancient and Honourable Arrtil- 
lery Company of Boston; and at 
the end of January will retire as 
Illustrious Potentate of Aleppo 
Temple, the largest Shrine in the 
world. 

oJ ACK JOHNSON of Fargo, N. D., 
was the hit of the N.S.R.A. break 
fast when, in answering the roll- 
call, he said: “Of the ‘Store With- 
out A Name.’” And we learned 
that when he sold his old store some 








BOOT anv SHOE RECORDER, January 14, 1939 


time ago he reopened—and then 
hit a “natural” with the new name 
—known to trans-American travel- 
ers and all. ... A special line of 
“wise-cracks” punctuates each day 
—but the name sticks. It’s making 
history. : 
* * * 

AMES J. BLUM of the Blum 
Shoe Manufacturing Company of 
Dansville, N. Y., stated: 

“We do not expect any boom for 
1939 but we do feel a more con- 
structive attitude is fully warranted. 
Inventories appear to be in good 
shape and in some localities we hear 
of a real clean-up. We have had a 
few inquiries for purchases early in 





1939 














1939, which is unusual at this sea- 
son. The raw material market is 
orderly. Prices are firm and the 
violent fluctuations of two years ago 
are absent. With conservative man- 
agement in business as well as in 
government circles, one’s efforts 


should be rewarded in 1939.” 


THE International Statistical Bu- 
reau, Inc. in its forecast of condi- 
tions in 1939—for our industry, 
states: 

“1939 should be a very good 
year for the hide, leather and shoe 
industries. There is no immediate 
expectation of a serious deteriora- 
tion in the very tight statistical po- 
sition now in existence. On the 
other hand, there are prospects of 
a shoe production equal to or ex- 
ceeding the level of 1937, with the 
prospect of an expansion in sales at 
retail from 7% to 10%. The gen- 
eral pattern of the year will be one 
of a high level of activity. The 
first quarter should compare favor- 
ably after seasonal adjustment with 
the last quarter of 1938; the second 
quarter may be one of hesitation 
and possibly some irregularity; the 
third and part of the fourth quar- 
ter should see a general expansion 
in activity—with some tapering off 
not unlikely as the year-end ap- 
proaches.” 
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BR AYMOND TWYEFFORT, presi- 
dent of the National Association of 
Merchant Tailors, tells us: 


“Color and design are small 





words, but they are exceedingly im- 
portant in moving the wheels of in- 
dustry. They are great factors also 
in the distribution of merchandise. 

“Too many people today are hid- 
ing under the illusion of being self- 
sufficient and smug by being con- 
servative—which is a misnomer, as 
conservative means: ‘A disinclina- 
tion to want change and opposed to 
progress;’ and we all know that 
progress cannot be denied. 

“The shoe industry from now on 
should glorify man and woman with 
elegance and adornment, which will 
start a new march on a firm foun- 
dation to a new prosperity.” 


MAAJOR LENOX R. LOHR, presi- 
dent of the National Broadcasting 
Company of New York, believes: 
“In order to make advertising 
bring the fullest returns for the in- 
vestment, it is important that every 
sales representative should be fully 
familiar with both the style and 
intent of his advertising. When the 
dealer is supplied with attractive 
material for window and counter 
displays to tie in with the advertis- 
ing campaign, it is easy for him 
to make his customers conscious of 
the product. When the customer in 
his local store comes face to face 
with characters with which he or 
she is familiar through the radio, 
interest is aroused and the dealer 
will benefit by increased sales and 
so in turn, the manufacturer. 
“Critics have charged that adver- 
tising presents too alluringly the 
new car, the new refrigerator, and 
the new porch furniture, that it 
leads people into buying that which 
they do not need and sometimes 
cannot afford. Well, we do not need 
the fountain in the public square, 
we do not need the rose bush in the 
garden, and we do not need the 
diamond engagement ring. We do 


not need any of these things, but 
they help immeasurably to enrich 
our lives, stir our imagination and 
make our world a more pleasant 
place in which to live. The desire 
for possession of the things we want 
stirs us to greater efforts to obtain 
them. There is nothing reprehen- 
sible about working harder in order 
to pay for the new rug or the new 
coffee percolator. The Average 
American Citizen can, I think, be 
entrusted to make up his mind for 
himself on what he can or cannot 
afford to buy.” 


. * 7” 


eJUDSON S. SAYRE of South 
Bend, Ind., says: 

“Back in the war days a New 
Yorker landed out at Love Field. 
He was lying in the barracks one 
afternoon and a sand storm was on, 
or he thought it was, and so he 
looked out and he said—‘Boy, oh 
boy, this certainly is terrible,’ and 
the long-legged Texan beside him 
said, ‘That ain’t nothing.’ The New 
Yorker replied, “What do you call 
a sand storm down here?’ And the 
Texan said, ‘When a prairie dog 
can jump up in the air and dig its 
hole’. 

“So we are saying this to the 
distributors, the dealers and the 


salesmen of our organization that 
if they want to lie back down in a 
storm cellar, sticking their peri- 
scope up looking out to wait until 
the sun shines, we don’t want any 
part of them. We are not inter- 
ested in the guy that just wants to 
ride the crest of the wave.” 


* * a 


2S 
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COL. L. P. AYRES, well-known 
economist, says: 

“It now seems wholly probable 
that unless some international ca- 
lamity intervenes, 1939 will be a 
definitely better business year than 
1938. Since last May there has 
been under way in this country one 
of the most rapid and vigorous up- 
turns in the volume of industrial 
production that we have ever ex- 
perienced. The driving force which 
has stimulated it has been the great 
outpouring of federal funds. That 
pump-priming will continue in 1939, 
and while it keeps up, the business 
improvement may be counted upon 
to continue.” 


"This contractor always buys his family's shoes this way. 
He has ten children at home.” 





dress and 
linois The 
black pump 


COLOR COORDINATION 
on Chieagoe Runway 


National Shoe Fair Presents Spring and Sum- 
mer Fashions in Smartig Paced Style Show 


every type of woman represented— 
the woman with leisure for shopping. 
club activities, afternoon bridge; the 
Evening dress in cyclamen moiré with 
band of royal blue. Style Creators oj 
Chicago. Rhinestone studded gold 


kid sandal with silver platform and 
heel. O'Connor & Goldberg. 


to leading fabric colors. To show co- 
Eye Shadow Blue alli- ordination possibilities in contrasting 
gator calf oxford and harmonizing colors in shoes, cos- 
with open toe and . tumes, stockings, hats, belts, handbags, 
heel. O’Connor & Ja 
Goldberg. — 

General Plan: Division of the show 
into three major groups to cover all 
types of costumes for all kinds of occa- 
sions. 


I. Daytime Footwear 


Under this head were grouped en- 

sembles for 1. “Shopping in Town,” 

covering Main Street, Fifth Avenue, 

State Street and Hollywood Boulevard. 

2. Casuals for the Fair. 3. Career Girl, 
and 4. Afternoon Affairs (which gave : 
Rhinestone studded gold kid 


an opportunity to show dressy day- cisdel ath leds ahtlere end 
time shoes). heel. O’Connor & Goldberz. 


PERSONS Chiefly Concerned: Miss 
Maude Thompson who staged and BR. Lelewe Tine pueeueer 
directed the show, assisted by June There were three divisions here: 
Benoit. Commentator: Verne Smith 1- Spectator Sports. 2. Active Sports. 
of NBC. Radio Production and 3. Resort and Country. 


Script: Craig Rice. Music: Lew Dia- 

am A aes number of leading Ht. reemnge Footwear 

manufacturers and retailers. (See Four evening ensembles. 

end.) Nine lovely models. The practical value of this grouping 
Object: To present the leading was evident throughout the show. 

Spring shoe colors in proper relation Every type of activity was covered and 





“Gibson Girl” suit of diagonally woven 
black and white woolen. Society 
Brand. Black patent leather perfor- 
ated oxford with open toe and heel. 
Carson, Pirie, Scott & Co. 


Time: January 4, 1939—Afternoon and Evening Perform- 


ances. 


Piace: Grand Ballroom of the Hotel Stevens, Chicago. 
EveNT: Annual Fashion Show held in conjunction with the 


National Shoe Fair. 


As Reperted by ELEANOR RUTLEDGE 


The basic all-white dress—“a Summer 

necessity.” The all-white pump is in 

elasticized reverse leather. Marshall 

Field & Company. (The cyclamen kid 

sandal sketched e was one alter- 
nate shoe for this costume.) 


Important spat type step-in 
of black patent with elas- 
ticized Summer suede strap. 
Mandel Bros. 


“career girl” who must be able to 
adapt her costume to a day at the 
office followed by a five o'clock date; 
all types of women—at the races, 
watching the tennis matches, playing 
badminton, swimming, off on a cruise, 
a honeymoon trip at a Summer hotel, 
and dancing away the night in a dozen 
different places. 


Featured Shoe Colors 


Shoe colors highlighted in the show 
were, first, black patent, which is ex- 


Burgundy, Japonica, Sienna Rust and 
Brown Mahogany). 

2. Natural, oatmeal and light beiges 
worn alone or in combination with 
other costume colors. Color combina- 
tions suggested for wear with beige 
were black, dark or bright navy, wine 
shades, coppers, rusts and green. 

3. Blues, especially new and lighter 
versions of the teal and turquoise 

[TURN TO PAGE 39, PLEASE] 


pected to account for over 50 per cent 
of the sales picture (a modest estimate 

to our way of thinking); the brown, \\. 
tan, copper and rust family, the red Pr \ 
and wine, the blue, and the violet and x 
fuchsia groups. 


Cyclamen kid sandal, 
cosmetic blue _plat- 
. \, form. Marshall Field. 


White buck oxford with 
Japonica calf saddle, plat- 
form and alternating layer< 


of poker chip heel. Mandel. 


Coordination with Leading 
Costume Colors 

Featured in clothing fabric colors 
were: 

1. Versions of soft rosy rust and 
clay red shades for casual woolens. 
(Shoes suggested for this type of cos- 
tume were the whole range of blues, 
including Marine and Parisian, Red 
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PARIS OPENS 





BOOT anp SHOE RECORDER, January 14, 1939 


The SOCIAL SEASON 











ated toe 


Afternoon pump in 

bordeaux antelope 

with matching patent 

trim. Note the un- 

usual treatment of 
the toe. 








PARISIANS are going places again. There is a heart- 
ening pick-up in social interests, in opera and theater, 
restaurants and cafes, supper club and boites de nuit. 

In the daytime, it’s déjeuner in smart grills and 
dowager-duchess dining rooms, that brings out the chic 
crowd. These short November and December days seem 
practically to impose black, with wine reds in second 
place for formal day wear. Colors such as brown and 
acajou in footwear, go for morning. 

Antelope holds the fort for afternoon, especially in 
black montant or high fronted styles. New draped shoes 
of this type are being taken up, the vamps draped 
across, or a vertical shirring run up the center. Draped 
tongues, very floppy, high and wide, are much seen in 
antelope models. Sometimes the tongue is shirred in 
loosely with a narrow antelope bow-tie coming around 
from the back. 

Parisians are going a little mad about patent leather. 


High cut pattern in 
black antelope, popu- 
lar choice of smart 
Parisiennes. Perfor- 
and 
band in black kid. 


Chie Parisiennes—going every- 
where, doing everything—are 
top favoring these shoe styles: 
black antelope in high front 
patterns, draped treatments, 
patent leathers, and platform 
soles and wedge heels in the 


smart “five-to-seven” types 





by 
ALICE MAXWELL APPO 
Paris Editor 


Bag shops are fairly shining with it, and now the all- 
patent shoe appears, in derby styles for walking, in 
draped pump styles for afternoon. Colored patent espe- 
cially in the Bordeaux shade is used for trimming 
Bordeaux antelope, but the all-patent shoes so far are 
black. 

“Five-to-seven” shoes are very special, filling in the 
gap between afternoon styles and those for evening. 
The platform sole and the wedge heel flourish here. 
A fancy wedge heel model seen, combined the dull side 
of crépe satin with the shiny side, in alternating strips. 
This material and treatment is typically “five-to-seven.” 

Thick soles are relegated to evening and undergoing 
slimming treatments. A beautiful model worn with a 
Mainbocher frock had a thick sole in front only, a high 
thin arch, and slim, high evening heel. It was a clog 
in pale blue satin, with strap top covered with pale blue 

[TURN TO PAGE 34, PLEASE] 
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P,omotion and Sale of Accessories One of the 


Most Practical Ways of Attracting More Cus- 
tomers into Shoe Stores, according to N.S.R.A. 
President, Who Was a Featured Speaker on 


Educational Program at the Shoe F air in Chicago 


HOW TO GET 


by HARRY E. FONTIUS 


President, Fontius Shoe Company, Denver, Colo., and 
Re-Elected President of the National Shoe Retailers 
Association. 


WHEN I came into our company some 34 years 
ago, people were shoe store minded, chains were un- 
known, and department stores, with few exceptions, 
had not gone into the shoe business. However, with 
their entrance into this field, exclusive shoe stores have 
had stiff competition on account of the heavy traffic 
going into their stores daily, as well as their number 
of active charge customers. In the succeeding years 
most of these shoe departments have grown to such an 
extent that they do a larger volume of shoe business 
than exclusive shoe stores. In other words, shoes, 
jewelry, men’s furnishings, and many other lines, turned 
out to be a natural for them—mostly because of traffic. 

They have been profitable, too, for I was talking to 
a man not long ago, who owns both leased departments 
and exclusive shoe stores, and he said, when it comes 
to New Profit there is no comparison between a leased 
department and an exclusive shoe store—the leased 
department is very much better. 

I am not trying to promote a build-up for shoe de- 
partments in department stores, but I do clearly recog- 
nize that if a good grade shoe store wishes to continue, 
and increase their business, they must find a way to 
get more traffic into their store. For example—at the 
beginning of a season the average, styleful woman enters 
a department store or large ready-to-wear specialty 
shop, in search of a dress, and before she is permitted 


HARRY E. FONTIUS 


SHOE STORE TRAFFIC 


to leave, a well-informed clerk shows her the proper 
shoes, gloves, bag, costume jewelry, etc., to go with the 
costume she has purchased. Therefore, in order to 
compete at all, the exclusive shoe stores must neces- 
sarily have a good reputation for quality shoes. They 
should endeavor to carry the outstanding brands in 
their respective grades, in order to induce the custome 
to return year after year, and the exclusive store has 
a much better chance of getting these lines, because, in 
most instances, the buyers are retained for a longer 
period of time than they are in a department store, and, 
in a great many cases, it is the proprietor himself who 
does the buying. 


EF I may be permitted to digress for a moment— 
because I believe it is very important to tell those of 
you who perhaps did not know—our National Associa- 
tion perfected, this last fall, a Costume Coordination 
Book designed especially to help sales people sell shoes 
properly, and I sincerely believe that every shoe store 
should have one of these books, if for no other reason 
than the psychological effect upon a prospective cus- 
tomer. 

The average woman is somewhat at sea about color 
combination, in this present fashion era of contrast; 
but if she is convinced by the Coordination Chart what 
is correct, she will advertise you as a Fashion authority. 
Let me relate an experience what happened very recently 
in our store—a customer had shopped for a shoe to 
wear with a deep wine suit, but was undecided regard- 
ing the correct color, until we presented the Coordina- 

[TURN TO PAGE 34, PLEASE] 








APRIL 10 to 15—the week after Easter—good shoe 
stores from coast to coast will join in the promotion of 
National Foot Health Week, the shoe industry’s biggest 
cooperative promotion. This has become more and 
more important each year for the eleventh consecutive 
year under Boot aNnp SHoe ReEcoRDER sponsorship, 
with the hearty cooperation of manufacturers, retailers 
and an army of individuals interested in the health 
and welfare of the nation. 

Of the changes and improvements that have taken 
place in these several years, none is more outstanding 
than the styling-up of orthopedic shoes. The homely 
health shoe to which women turned only when they 
were actually crippled, is replaced by shoes whose 
smartness appeals to those who have healthy feet and 
want to keep them that way—in the 1939 program 
the PREVENTIVE theme can be stressed as much or 
more than the CORRECTIVE angle to a tremendously 
increased audience. 

Here’s an interesting excerpt from an article that 
appeared in Boot anp SHoe ReEcorDER entitled “Foot 
Health for Youth”— 

“The truth of the matter is that for every customer 
who already has trouble with her feet, there are dozens 
and dozens who have not and for whom ‘corrective’ 
footwear is just as logical, just as needed, just as sane 
and wanted, and could be readily convinced of that 
want and need, if we were not as blind as most of us 
are when it comes to treading the new and unworn 
path. People do not buy things only to cure their ills 
—they buy things because they are sensible, beautiful, 
healthy, smart, stylish. Is it any less true of footwear? 

“Did you ever stop to think how much money women 
spend for beauty aids—to what trouble they will go to 
forstall the tiniest trace of a wrinkle that has the audac- 
ity to show itself? Perhaps a single treatment will buy 
a pair of shoes. Yet what salesman has the imagination 
to appreciate that corrective is the best beauty aid that 


X 
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APRIL 
10-15, 
1939 


man has devised—as good an insurance against ‘crows 
feet’ as any massage or lotion. Not a substitute, of 
course, but certainly as important.” 

The date of the quotation I shall not divulge—but 
at the time it was published, the appearance of the 
“corrective” shoe left much to be desired. The idea was 
good, except for the fact that the shoes did not have 
the smartness that they now posses. Women still had 
to sacrifice pride in appearance to wear them—and few 
women, young or older, will do that until forced to. 
Now they can have smartness with comfort. 

And what about poise, and grace and loveliness? 
We all know how important correct footwear is to the 
correct carriage, and walk, and graceful bearing. And 
what about shoes that will strengthen the young 
woman’s foot bones and muscles, making her more 
proficient at sports? Not “saving” her from future 
troubles, but giving her greater virility to enjoy the 
life of great activity she is living NOW. 

You can’t sell fear to young people. They shy away 
from thoughts of pain and illness. You can sell them 
pleasure and enjoyment, happiness and success. So, 
let’s dramatize the pleasure and protection, of feeling 
good and looking swell, of going places and doing 
things with more zest than ever—all in shoes that are 
smart as you please!—as well as the correction of dif- 
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Elecenth Consecutive Observance of This Week Promises 


te Be More Important to Retailers and Manufacturers 


Than Any Held Heretofere, Suggestions to Make National 


Foot Health Week a Profitable Promotion for Your Store. 


ficulties through correct shoes, properly fitted. As your 
slogan: 


Buy SuHoes Tuat Fit, At A Store Tuat Fits SHoes 


A “Fashion Show of Feature Footwear” using both 
young and older women as models, wearing the new 
shoes with smart Spring clothes will dramatically tell 
the story. Accompany it with a talk on the pleasure of 
health, the value of healthful feet, style comments, and 
a demonstration of how correct shoes can help those 
already in trouble, and you'll have a most interesting 
program—and an interested audience. It is one of the 
things that can be done cooperatively to the mutual 
advantage of all. 


COOPERATIVE promotion has developed tremendous- 
ly among shoe stores since Foot Health Week showed 
the way—but Foot Health Week is still the oustanding 
cooperative event in many towns, because it is a 
“natural.” It enlists not only the shoe stores that do 
a real fitting job, but all the groups and individuals 
who are interested in the health and welfare of the com- 
munity, professionally or otherwise. If you are not 
already doing so, talk with your fellow shoe mer- 
chants who should be interested and plan a Cooperative 
Foot Health Week. 

If you do not already have the set-up to take care of 
a cooperative promotion, this brief listing will assist 
you in getting organized— 

1. General chairman, to keep things going. 

2. Publicity committee—newspaper articles on foot 
health, radio talks, personal talks to clubs and student 
bodies. 

3. Newspaper advertising—space selling and ad help. 
Use section, page, or group ad as circumstances dictate. 

4. Window displays—and store decorations. 

5. Direct mail—folders, letters, package enclosures. 

6. Special features—style show, contests, etc. 

7. Secretary, treasurer. 

If further suggestions are desired regarding the co- 
operative set-up, just ask. Some of the things that can 
be included in a cooperative program are: 

Articles on Foot Health by feature writers of papers 
—notes to be supplied to them, if desired. 

Teaser ads in paper before main announcement. 
Special section or page of advertising in paper. Follow- 
up ads. 


by R. E. ANDRUSS 


Letters or other announcements, listing participating 
stores, to be mailed to general list. 

Perfect foot contest. Style show of feature shoes. 
Walking race. Parade of sports clubs, scouts, etc. Con- 
tests on care of feet. 

Short talks by prominent shoe and medical people, 
political and club leaders to schools, societies. Also on 
radio. 

Mayor to open Foot Health Week officially. Photos 
of prominent people buying, or talking about shoes 
with merchants. Banners and Foot Health Week Posters 
wherever possible. Arrange for same color scheme in 
all window and in-store displays and decorations. 
Prizes for best window displays—voted by public or a 
committee. 

Some of the points that the individual store should 
watch include: 

Have feature shoe stock in good shape, so that real 
service can be rendered. Dramatize feature shoes in 
store as well as in windows. Plan ads that emphasize 
both your shoes and your service. 

Have salespeople thoroughly acquainted with talking 
and service points of shoes, and fitting service right 
up-to-the-minute. 

Foot Health Week posters in windows, in the store, 
and other points of vantage. 

Have free foot examination in the store—by local 
podiatrist if necessary. 

Have luncheon or meeting for physicians and foot 
specialists to explain your feature shoes and fitting ser- 
vice. A store meeting with refreshments might do it. 


ANNOUNCEMENTS to customers. Foot care package 
enclosures. Arrange to make several foot health talks. 

Have salespeople wear ribbon badges imprinted with 
Foot Health Week—April 10 to 15. Decorate your store 
in Foot Health Week colors. 

In several issues between now and Foot Health Week, 
there will be practical suggestions for advertising, dis- 
plays, feature articles, radio announcements, folders- 
watch for them. 

To the many new independent stores being opened 
we stress the importance of real fitting service as a 
strong foundation on which to build your reputation 
and your business. To all stores we counsel considera- 
tion of and for the growing interest in correct fitting 

[TURN TO PAGE 34, PLEASE] 
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Clearance Sale 


Abraham & Straus, Brooklyn de- 
partment store, is holding a sale in 
their basement shoe department. They 
have piled their sale shoes on large 
tables in the middle of the floor. 
Hurrying customers take their pick 
—fit themselves—pay the clerk. Also, 
customers passing through to other 
departments are attracted to the dis- 
plays. Fewer clerks are needed and 
more sales result at less expense. 


oe |. @ 


“Destined to be the lime-light 
stealer for Spring, patent is also a 
this-minute perfect!” 

(Volk, Dallas) 


—OPI— 
Budding Stylists 
Watch the college boys and you can 


often pick up Fifth Avenue styles a 
year ahead of time, has long been 








the slogan of clothing and shoe buy- 
ers. 

Rogers Peet, department store, 
(“style headquarters for young men 
and men who never grow old”) goes 
one step further. Much of the ad- 
vertising they run in prep school and 
college papers is written by the 
young men themselves. 

It not only assures Rogers Peet that 
the ads will be written in the vernacu- 
lar of the student but that they will 
promote the styles young men want. 

Merchants in college towns have 
found this type of promotion useful, 
also merchants in cities expecting 
students home for the weekend and 
holidays. 


* * * 


“Women love them because they 
add inches to your height; make feet 
definitely smaller; protect against the 
shock of walking on pavement.” 


( platform) 
(Harzfeld’s, Kansas City) 





Win new customers. 


Raise cash quickly. 


ment, or to the store 


Moving the store. 
Going out of business. 





Reasons for Holding a Sale 
Attract people into the store. 


Clear out over-purchase of seasonal goods. 
Introduce something new in the store. 


Offer good bargains you have bought, if the quality is 
reliable 


Increase volume when it is too low. 
Call special attention to a line of goods, a certain depart- 


Discontinuing a line of goods. 
Tone up the store organization. 
Before or after modernizing the store. 


N.C.R. CO. 
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Invisible Glass 


Progressive merchants are closely 
watching the latest developments in 
invisible glass being perfected by the 
General Electric Research Labora- 
tory. 

Discovered by Dr. Katherine Blod- 
gett, noted woman scientist, the new 
treatment makes glass invisible and 
transparent as air. 

An extremely thin oily film on both 
surfaces of the glass is the secret. 
It abolishes all reflection of light, 
from any angle and from any degree 
of glare. It enables glass to transmit 
more than 99 per cent of the light 
while the best untreated glass passes 
only 92 per cent. In fact a coated 
pane is visible only by its dimly out- 
lined edges and show-case glass and 
window panes appear not to exist. 

The process is not yet on the mar- 
ket nor are it products ready for 
commercial sale, but foreseeing re- 
tailers are watching for announce- 
ments. 
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“4 satin evening sandal, blacker 
than night itself, with a platform of 
starry silver kid.” 

(Ruby’s, Detroit) 


—OPI— 
“Boy Meets Girl” 


Weber and Heilbroner, department 
store, at 4lst Street and Broadway, 
New York, attract attention to their 
shoe window display with a back- 
ground of large photographs. 

Eight by ten photos of boy and girl 
running, boy and girl sitting on a 
fence, boy and girl climbing over a 
log, etc., all mounted on a bright 
yellow screen. Emphasizing the num- 
ber one advertising theme of boy and 
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BEST IDEA OF THE WEEK 
“LET’S START OUR CLEARANCES TOGETHER” 
(Herman B. Delman, Bergdorf-Goodman, N. Y.) 


Mr. Delman—“No. Stores reported that many cus- 
tomers inquired about sales in December, and, on be- 
ing told that they would have to wait until January, 
bought at regular prices. Though the volume of busi- 
ness may have been less, profits on individual sales 
were greater.” 

O. P. Ideator——“Was the idea successful enough to 
try again?” 

Mr. Delman—‘“The uniform clearance dates, the 


O. P. Ideator—“In your position as chairman of the 
Uptown Retail Shoe Guild I'd appreciate if you'd tell 
me what progress has been made in eliminating de- 
structive practices among the members.” 


Mr. Delman—*The Guild is only several months old 
but already there have been several measures adopted 
to prevent ‘cutthroat’ competition and assure a united 
and profitable front for all. In fact last week we held 
our first uniform clearance sale. Twenty members of 


the Guild got together last fall and agreed not to have 
a clearance sale until the first of the year.” 


O. P. Ideator—“How did it work out?” 


Mr. Delman—“Even better than expected. Though 
the volume of shoes carried over for the clearances 
was smaller than formerly, both due to the restricted 
buying earlier in the season and to the longer regular 
selling period, most of the stores had a broader se- 
lection to offer because of the fact that the clearances 
are definitely concentrated in the first two weeks of 
the year. For this reason store executives who, in 
the past, were apt to hold out some of their more 
active numbers have this year put more complete Fall 
and Winter carry-over selections into their sales.” 


first ever attempted among New York shoe retailers, 
were so satisfactory that there is no question but that 
they will be repeated in future seasons. In fact re- 
tailers in several other cities have shown considerable 
interest in the experiment and are seeking data on the 
results, with a view to similar undertakings else- 
where.” 

O. P. Ideator—“What’s next on the program for the 
Guild?” 

Mr. Delman—“We now plan uniform timing of 
Spring promotions—introducing new numbers week by 
week beginning January 16, and carrying on these 
promotions regularly for the next two months. This 
will permit sufficient emphasis on each number to 
assure a healthy response and also prevent the store 
personnel from gradually losing enthusiasm as is often 
true when new Spring styles are all introduced in 


suffer considerably?” 





O. P. Ideator—“Didn’t your December business 


January.” 








girl and coupling it with outdoor 
scenes with the eye focused on attrac- 
tive shoes. 

Photographic blowups make attrac- 
tive, economical, and eye-catching 
window trimming. 


* * 


“Inspired by the picturesque wooden 
shoes of Holland, these light-as-a 
feather step-ins, with their rocking 
soles, turned up toes and oval heels are 
the rage of Fifth Avenue’s number 


one shops.” 
(Maling Bros., Chicago.) 


—OPI— 


Ads Reproduced 


The Enna-Jettick Shoe Store on 
39th Street, New York, takes advan- 
tage of the extensive newspaper and 
magazine advertising done by their 
company. They have an attractive 
window background of colored repro- 
ductions of these ads. Other stores 
selling name brand shoes can take 
advantage of their manufacturer’s 
nation wide advertising by having 
large reproductions made of these ads 
for an effective and inexpensive win- 


dow display. 


A pleasant change from man’s cus- 

tomary conservatism in formal dress. 

This is the height of the season for 

formal footwear for both men and 

women, and this dignified ad by Saks 

Fifth Avenue has a distinctly mascu- 
line appeal. 





“Platforms to lift this frivolous, 
jeminine shoe to fashion’s highest 
plane.” 


(Roos Shoe Salon, San Francisco) 
-OPI— 


Here are a few ad phrases to help 
you rid your store of surplus winter 
stock before the spring season: 

“Half-yearly sale of shoes” 

“All styles in this sale of fine shoes” 

“You can’t afford to miss our Janu- 
ary sale” 

“Annual suede shoe clearance” 

“Sale of evening slippers” 

“Sale at approximately half price” 

“Money saving sale” 

“Sale of all-weather oxfords” 

“Smith’s daring sale” 

“Sample sale” 

“Here is your opportunity sale” 

“Clearance shoes sharply re- 
duced” 

“Annual record value sale” 

“It’s an economical year afoot in 
these evening slippers” 

“If you didn’t get those Christmas 
slippers—we still have some attractive 
styles left” 















Te feo 





THE pattern of retailing is changing—make no mis- 
take about it. But keep alert to happenings indicating 


new trends. For example: The Chicago merchants 
within the Loop, in compliment to the National Shoe 
Fair, displayed new Spring lines keynoted to new 
Spring promotions. After all, in Early January— 
what’s the appeal of one display—more or less—give 
it over to the support of the manufacturer’s theme song 
as a friendly gesture while merchants from all over 
the country are here to buy. O. K. it’s only a Shoe 
Fair gesture. BUT to the amazement of one and all, 
the crowds in front of the shoe windows were a sight 
for shoe eyes . . . this new public interest in NEW 
SHOES is terrific. 

Maybe shoes have captured the interest of the Ameri- 
can and world public in 1939 as no other apparel—and 
the accident of a first showing becomes the stimulus 
for a nation of shoe stores to jump aboard: the pro- 
motion special and ride into the money in 1939. 

We did the window circuit, after the Fair, and the 
crowds continued. In the midst of clearance—what is 
this new and audacious move to show the NEW. If 
you think ordinary shoes—in fit and feel—are stopping 
the crowd . . . take another look. The unusual and 
extraordinary catch all eyes and desires. It may be a 
jolt to the old-timers in shoes to see the salables of this 
season, but the whims of women are never mild. Shoes 
from wood to straw, from heels to no heels and open 
in the oddest of places—are in the picture for Spring. 
Unbelievable for women to wear open toes and heels 


OUTLOOMN 


First to Capture the Consumer’s 
Attention in 1939 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


in mid-Winter; but let your own eyes add conviction. 

What it will be next Summer is impossible to pre- 
dict for men as well as women. New things are news— 
things and shoes are First—let other industries envy 
us the opportunities of 1939. 

The cash intake of December at retail was so un- 
usual—the shortage of wantable shoes so acute—that 
clearance is a misnomer. New purchases for clearance 
specials are the rule in many cities. Old stock is 
subject to scorn—move it at any price. We are off 
to the races of ’39 with new numbers. 

In case our words seem wrapped in the cellophane 
of enthusiasm for new shoes, we apologize for dis- 
turbing old business and old ideas—but we have seen 
with careful eyes a trend come to a crest—one of 
many waves in 1939—when new types of shoes rival 
the ingenuity of man to create. 

When you are riding a fast horse, hold on if it leads 
to money. Give all stock the whip. Open early with 
the new and get ready to make money. Some of these 
big, clumsy outfits, spread all over the map with 
slow-moving stock, will learn that a small store, riding 
fast and moving stock quickly, is running a race again. 

“Keep ‘em jumping” is the race for a man who 
keeps his clerks on the jump and his stock fresh for 


the going. 
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Roblee 
Magazine Advertising 1939 


Rosuze magazine advertising starts next month. It will appear 


in three great magazines — The Saturday Evening Post, Esquire 
and Life. It will be in full colors and full pages. We esti- 
mate that Roblee advertisements in these magazines will reach 
better than one out of every two of a retailer’s best customers 
and prospective customers. Retailers who have seen advance 
proofs of these ads tell us that Roblee is going to be the best ad- 
vertised name in the $5 to $6.50 field. For full particulars write 
UNITED MEN’S DIVISION, BROWN SHOE COMPANY, ST. LOUIS. 


Roblee magazine advertising is local advertising to the retailers’ best customers 


SHOES FOR MEN 
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SUCCESSFUL 





IN 
CHARLOTTE 


Southern Merchants Flock to 
See and Buy the Newest Styles 
of 82 Exhibitors at Smart Shoe 
Display—Buyers from Several 
States Are Registered 


HEER foot swished down the carpet in a Japonica mesh 
shoe with calf trim made swinging vamp style, her 
lips exclaiming over the perfect lines and fit of the 
number. She was a model at the Charlotte Shoe Fair 
and proved the fact that the many shoe buyers from 
the Southeast found what they came looking for-—style 
and comfort—during the three days, Jan. 8, 9 and 10, 
that they walked through the displays at the Charlotte 
and Selwyn hotels. 

The 82 exhibitors of shoes, brought together by 
Robert Levine of Boston, president, and Lewis Bruno, 
of Memphis, executive chairman, who are the origina- 
tors of this, the second Shoe Fair in Charlotte, N. C.. 
and also of the first Shoe Fair held in Charlotte last 
July, displayed the highest in fashions in the 1939 foot- 
wear for women. The “high” was literal as well as 
figurative in this case, for the newest high-heeled shoes 
ride high over the instep. 

The store retailers who came to the fair to get 
what will best suit their customers, will soon be sing- 
ing about the platform soles, teardrop heels, spool heels, 
swinging vamp, barges and “Zuider Zee’s” with black 
patent leather leading the list of “musts” for any buyer. 

Following closely on the heels of black as the favorite 
color is Japonica, a variation of the copper and British 
Tan of last year which, incidentally, can be perfectly 
matched in accessories, another point to be considered. 
knowing the difficulty of matching the numerous shades 
of tan with frocks and bonnets in 1938. Beige and 
cranberry lipstick as well as Parisian blue, “fresh 
earth,” wisteria and lilac are all new colors for Spring. 
with very little in pastels promised for Summer. 

As for materials, other than patent leather, elas- 
ticized leather is the highlight of the merchants’ sell- 
ing points, being the last word in comfort. Mesh fea- 








(Special Dispatch to Boot and Shoe Recorder) 
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SHOE FAIR HELD 










Personalities who played a leading part in planning and promotion of the 
Charlotte Shoe Fair. Left to right: Louis Bruno, chairman of the executive 
committee; Robert Levine, president, and Dan Daniels, chairman of the 


entertainment committee. 






tures the same comfort idea, with its holes for airy 
smartness, and perforated leathers come to the front 
for being definitely classed as stylish. 

America, particularly the “youngies” in college and 
high school, will wend its way to peasantdom this 
Spring, according to displays at the shoe fair featur- 
ing all types of foreign influence, from the wooden shoes 
of Holland to the unique hand-woven native shoes of 
Mexico. Both the rough wooden soled “clogs” in nat- 
ural leather of the Netherlands and a softer version—- 
the “Zuider Zee”—in a finished leather with walled 
lasts and teardrop (some call them airplane) heels 
will be prominently displayed in the Spring show win- 
dows, along with the “huaraches,” woven by the natives 
of Mexico. 

Also for the young dash-arounds are the Tyrolean 
types, or wall-toed oxfords with crepe soles, made par- 
ticularly apropos for jitterbug feet by the “Floy Doy.” 
“Killer Diller” and “No Parking” scribblings all over 
the leather. They are in plain white and tan as well 
as natural with the decorations. 

Pumps, for the opera style to the spectator sports, 
are still on top of the American woman’s choice for 
shoes to dress up her feet, and the buyers for the shoe 
stores in Georgia, North and South Carolina, Tennessee, 
Virginia and West Virginia and other States cer- 
tainly found them at the shoe fair—new in design, 
style and trim with variations for every occasion. The 
regular opera pumps have toe and heel cut out, or just 
the toe out—there is the D’Orsay type with a bow that 
does not untie, for decoration, and the shoe with cut 
out instep. Step-ins, variation of the pump, are cut 
higher than the opera and sometimes have the heel cut 
out and held with an elasticized strap. By making a 

[TURN TO PAGE 44, PLEASE] 
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Built to Sell Shoes! 


GOODYEAR 


WINGEDOT, 


GOODYEAR 


MORE PEOPLE WALK ON 
GOODYEAR HEELS THAN 
ON ANY OTHER KIND 


IN RUBBER 
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Michigan Shoe Fair Committee chairmen. Top row, left to right: Bruce Dickman, Program Chairman; Robert Murray, 
secretary of the Michigan Retail Shoe Dealers Association; Herbert Burr, Fashion Show Chairman; Nathan Hack, Publicity 
Chairman; Herman Schwartz and Moe Canter, Co-Chairmen of Advertising. Front row: Frank J. McCloskey, President, 
Michigan Shoe Travelers Club; Clyde K. Taylor and Herman Meyers, Convention Chairmen; Richard Schmidt, President, 
Michigan Retail Shoe Dealers Association. 


















Miehigan Merehants Stage 








Shoe Show 


Fashion Revue, Open to Public, Draws Big Attendance, and Travelers 





DPETROIT.—(Special Dispatch to Boot anp SHOE 
Recorper) Michigan’s Annual Shoe Fair, sponsored 
jointly by the Michigan Retail Shoe Dealers Associa- 
tion and the Michigan Shoe Travelers Club, opened a 
three-day session Sunday at Hotel Statler, with 105 ex- 
hibitors and a large retailer attendance. 

Interest in the business discussions centered on cur- 
rent day problems, with Michigan shoe men taking first 
action in industry, to unite with other merchants of all 
types to call a halt to the increasing burden of taxes, 
particularly the multiplicity of forms of taxation. 
Action was taken by the directors of the Retailers’ 
Association, following widespread discussion in the 
fair rooms. . 

Other problems which aroused discussion, although 
no formal action was taken, included cancellation shoes 
and commissary stores, indicating the awareness of re- 
tailers to their immediate problems. 

Reports at the fair showed unusually heavy member- 
ship in the State association with over 500 retailer mem- 
bers. Outstanding also was the number of women who 
own their own business, devoting active time to man- 
agement. Attendance was uniformly good, right to the 
closing banquet, with business done at the convention 
reported very satisfactory .by the Travelers. Although 
no exact estimate was available, buying trends followed 
largely fashions shown to be favorites in the fashion 
show. 

The fashion show in the Main Ballroom, Sunday 
evening, was attended by 1500, with many turned away. 





Express Satisfaction with Orders Placed 


The public was admitted. Thirteen professional models 
presented 65 pairs of shoes divided into series of morn- 
ing, afternoon and evening footwear. The event was 
managed by Herbert Burr, Ferndale retailer, and Bruce 
Dickman. Miss Goodwin, Crowley, Milner and Co. 
stylist, produced the show. Mary Gray was style com- 
mentator. Hosiery was donated by Holeproof. An 
elaborate promotion was staged to select the Queen of 
the Show, with the award going to Miss Willo Sheridan. 
Judges in contest included Miss Joan Dean, fashion 
editor of Detroit Times, and Miss Jeannette McCall, 
fashion editor of Detroit Free Press. Press support of 
the fashion show as of the entire fair was exceptionally 
strong, with articles on fashion pages as well as good 
news coverage and picture spreads, indicating keying of 
local interest of press to shoes in Detroit and the timely 
importance of the show. 

Outstanding colors were Japonica and fresh earth, 
with the pattern trend toward sandals with open toes 
and open heels. Silver and gold were favorites in 
evening footwear. Openwork in shoes in many forms 


Colored calf skins were favored for 


was notable. 


Spring, with suede declining in importance. Several 
reptile materials are important. 

The only general meeting of the convention was at 
the Monday noon luncheon, with 200 attending. Presi- 
dent Richard J. Schmidt, of the Michigan Retail Shoe 
Dealers Association, was toastmaster, introducing many 
notable industry figures attending the fair. Frank J. 


[TURN TO PAGE 47, PLEASE] 
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Bigger Membership ... Better Relations 


Ovdjectives of National Shoe Travelers Association in the Com- 
ing Year as Outlined at 28th Annual Convention in Chicago 


C HICAGO—Selecting increased mem- 
bership and improved employer-em- 
ployee relationships as their goals 
for the coming year, members of the 
National Shoe Travelers Association 
met in their 28th annual convention, 
January 6 and 7 at the Hotel Morrison, 
Chicago. 

To direct this program during the 
coming year as national president of 
the organization, John M. Hartman, a 
past president of the Southwestern 
Shoe Traveler’s Association, was chosen 
by the association. Although there were 
a number of nominations from the 
floor and resolutions that Norman N. 
Souther, president for the past year, be 
re-elected, Mr. Souther refused the 
nomination and stated he would be un- 
able to accept the honor. 

Henry C. Thorson, who for the past 
20 years has served as secretary of the 
Northwestern association, was elected 
vice-president. Thomas Delany of Bos- 
ton, veteran secretary-treasurer was re- 
elected to that office by acclamation. In 
the absence of Mr. Hartman, Mr. Thor- 
son took over the gavel and conducted 
the concluding minutes of the meeting. 
Mr. Hartman is known to the trade as 
a veteran shoe traveler in all parts of 
the country, but during recent years 
has traveled in the Southwest, repre- 
senting Dunn and McCarthy of Au- 
burn, N. Y. His home is in Freeport, 
Long Island. Mr. Thorson, whose home 
is in Minneapolis, travels for Craddock- 
Terry Co., Lynchburg, Va. 

Members in attendance, who included 
a number of regional governors and 
delegates, representing associations 
from every section of the country, voted 
to have officials draw up a standard 
type of contract for all traveling men 
containing certain minimum guarantees 
and statements of protection for them. 
This contract will be adopted as a 
standard by all traveling men, and 
members will be urged through their 
local associations to insist on its provi- 
sions when taking new positions. 

Delegates also agreed to increase 
their efforts to gain new members for 
the association during the coming year. 
Many expressed themselves as most 
optimistic for the future of the mem- 
bership in this department due to gains 
made during the past year. Included 
in the annual membership report of 
Harry Benningson, of Seattle, Wash., 
was the statement that four of the 
associations during the past year made 
substantial gains in membership and 
that five were holding up to the level 
of the past year. Greatest increase was 
made by the Northwestern Association, 
which topped the list with a gain of 
47 per cent. On this basis this group 
will keep the prize loving cup for the 

*re0h Zurtu0o 





JOHN M. HARTMAN 


Newly-elected president of National 
Shoe Travelers Association. 


A highlight of the meeting was the 
presentation of the annual report, 
combining the work of al] committees 
and summing up progress throughout 
the country, presented by Secretary 
Delany. There had been many con- 
crete efforts made during the year by 
the associations to help increase busi- 
ness and to bring in more orders, he 
stated, through participation in the 
“Sales Mean Jobs” campaigns. Several 
of the associations, notably Chicago and 
Boston, distributed buttons, cards, 
pamphlets, and other literature to sales- 
men, the retail trade, and the public. 

He reported the association as going 
on record as ready at any time to work 
actively against any legislation detri- 





N.S.T.A. OFFICERS, 1939 


At the 28th annual convention of the 
National Shoe Travelers Association, 
held at the Morrison Hotel, Chicago, 
Ill., January 6-7, 1939, the following 
officers were elected: 
President—John M. Hartman, Free- 
N. Y., salesman for Dunn & Me- 
y, former president Southwestern 
Shoe Travelers Association. 
Vice-President—Henry Thorson, Min- 
pe go Minn., salesman for Crad- 
-Terry Co., secretary Northwestern 
Shoe Travelers Association. 
Secretary-Treasurer—Thomas A. De- 
lany, 429 Statler Building, Boston, 





mental to the benefit of the traveling 
man and also to support any legisla- 
tion in his favor. Several organizations 
have from time to time voiced disap- 
proval of the sales tax through their 
local outlets. Members were also ad- 
vised to guard against any laws requir- 
ing registration of traveling salesmen 
and imposition of a tax on each and 
every order taken in certain states. 

Mr. Delany also pointed out the 
necessity for members to keep pace 
with all changes in the Wages and 
Hour bill and other labor legislation. 
He pointed out that there had been 
some cases of evasion or attempts to 
evade the Social Security Act by em- 
ployers. On several occasions, he re- 
ported, salesmen have been requested 
to sign up as independent agents to act 
as a broker even though the employer 
actually contracts, directs, and guides 
all their movements and acts. 

He also stated that it was generally 
agreed that drastic measures must be 
taken to prevent the financial harm and 
abuses done salesmen by unethical prac- 
tices of some few buyers in cancelling 
orders, returning goods, and refusing 
payments. 

A need was cited for raising money 
for association activities during the 
coming year, by Joseph Kalisky, and 
members agreed to study the possibility 
of holding a country-wide raffle or 
series of raffles. All regional governors 
present pledged support of the plan. 

Following the business transactions 
a number of other resolutions were 
adopted. One of these was in the form 
of a letter of cheer to accompany 
flowers to be sent to Charles W. Evans, 
past president both of the National and 
Chicago associations, who is seriously 
ill. A resolution of thanks was adopted 
to be extended to the Morrison Hotel, 
which provided the Embassy Room as 
a meeting place free of charge and fur- 
nished a number of welcome and an- 
nouncement signs for the occasion. 
Acknowledgment... was..also_ made for 
the services of trade papers through- 
out the past year and representatives 
attending the convention were intro- 
duced and asked to say a few words. 

Mr. Souther, in summing up the busi- 
ness situation and activities during the 
past year, stated that it had been a 
most satisfactory period for shoe sales- 
men and retailers alike. “It is the gen- 
eral consensus of opinion of all travel- 
ing men,” he stated, “that the outlook 
for 1939 is more optimistic than it was 
at this time a year ago. With this im- 
proved feeling in the air, with many 
houses booked with orders up to March 
1 and 15, and with the growing tenden- 
cy to tradeuv shown at the National 
Shoe Fair. shoe travelers in all parts 
of the country look for a record year.” 
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no 
por SPRING AND summer * 


“PYRAHEEL’ zo 2 NATURAL 72 WHITE SHOES 


REG. U.S. PAT. OFF, 


White shoes will be sold this springand And as“PYRAHEEL” can be embossed 
summer on the strength of this white to match almost every leather grain, 
heel material. It’s Scuffless “PYRA- it adds an important style note to your 
HEEL” plastic heel covering—the dur- _ footwear. 
able and smart-looking material that Now’s the time to do something about 
won't check, crack or scuff . . . that increasing your white shoe sales. Spec- 
can be cleaned with a damp cloth! ify that “PYRAHEEL” be used in fill- 
When you use“PYRAHEEL,” youex- _ing your orders. It should help make 
perience no difficulty in matchingcolor. your sales easier . . . help you write up 
You can use a dozen different shades _ extra sales. We’ll be glad to send sam- 
weer of white and still match each one per-__ ples and list of manufacturers using 
fectly with Scuffless “PYRAHEEL.” Scuffless “PYRAHEEL.” 


E. 1. DUPONT DE NEMOURS & COMPANY, INC., PLASTICS DEPARTMENT... ARLINGTON, NEW JERSEY 
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COMPLETE WC |F 


FOR SEWED OR 
WITH 






IN the development and perfection 





of machinery for the laminated method 






of stock fitting, we have provided man- 





ufacturers using Sbicca-Del Mac soles 






all the advantages and economies of 
this method on both sewed and ce- 








mented shoes. 






The machines here shown are aug- 
mented with complete and highly effi- 
cient auxiliary equipment. The Sole 
Flexing Machine — Model A is espe- 
















AC SPLITTING MACHINE — MODEL E 
For Sbicca-Del Mac stock fitting 











CROSS SECTION — ACTUAL SIZE 
SOLE FLEXING 


MACHINE — MODEL A 
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> |EQUIPMENT 


CEMENTED SHOES 
LAMINATED SOLES 


cially designed to give maximum fore- 
part flexibility to laminated work. A 
series of V-shaped cuts remove exactly 
the required amount of material to im- 
part desired flexibility without com- 
promising the strength or wear of the 
outsole. 


G/t SOLE STITCHING 
MACHINE — MODEL C 


W/C CEMENT SOLE ATTACHING 
MACHINE — MODEL B 


ED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Sales of Independent Shoe Stores in November 


Number of Firms Showing 


Current Statistical Service for Independent Stores, Bureau 
of Foreign & Domestic Commerce 


Sales Reported 
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Veteran Shoe Men 
Celebrate Birthdays 


FARMINGTON, N. H.—George A. 
Jones, former shoe manufacturer and 
Farmington’s oldest resident, observed 
his 94th birthday recently. He is a 
native of Boston, but has resided here 
for many years. 
James B. Hayes, shoe dealer and the 


town’s oldest active business man, cele- 
brated his 81st birthday at about the 
same time. The day was marked by 
his usual appearance at the store, 
where many friends extended best 
wishes. 


New Foot Comfort Shop 


OKLAHOMA Crry, OKLA.—Dr. Calvin 
Gibson has just opened a modern 


ground floor foot comfort shop. 

He has been connected with Kerr 
Dry Goods Company here for 10 years 
and for five years before that he had 
been with Halliburton’s Department 
Store here also. 

Doctor Gibson is featuring Copeland 
& Ryder shoes for men and Wilbur 
Coon shoes for women. Business to 
date has been very encouraging. 
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“LIKE FATHER LIKE SON.” “Hans,” the new Amsterdam Dutch 
Boy last for boys’ shoes, takes its place beside the popularly ac- 
cepted Amsterdam last for men. 


It is destined to find great favor in many boys’ lines for Spring 
and Summer. The first practical adaptation with the Dutch influ- 
ence in boys’ lasts will be received with favor by your trade. 


Its interpretation means better fit, more comfort, and elimination 
of vamp wrinkles. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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How to Get Shoe Store Traffic 


[CONTINUED FROM PAGE 17] 


tion Chart. After we had shown her 
the page headed WINE, she immediate- 
ly selected wine colored shoes. As her 
hat and bag were blue, she would then 
be correctly dressed, and, needless to 
say, thanked us for this authentic in- 
formation. 

Today it is naturally understood that 
the individual store is required to give 
better service; sales people must not 
only be educated to know the proper 
shoes to coordinate with different tos- 
tumes, but we, in an exclusive shoe 
store, must, above everything else, have 
a sales force that stands out, as there 
certainly is an atmosphere about a 
smiling, courteous, efficient organiza- 
tion that is contageous. Customers may 
not at first realize what it is, but when 
someone comes into you and says—‘“I 
don’t know just why it is I like to trade 
here, but I do”—you can bet all your 
money your exceptionally well-trained 
sales force is the reason! 

Even if we shoe stores cannot be- 
come a department store, why shouldn’t 
we, in order to bring more people into 
our stores, carry merchandise that is 
needed these days to correctly com- 
plete an ensemble. 

Shopping for accessories is a wo- 
man’s most serious problem, as not 
less than three or four items are nec- 
essary for color or material to go with 
the shoe selected. They either consider 
the hat, the glove, the bag, the scarf, 
the belt, the hose, or costume jewelry. 
Give them as many of these as possible 
under one roof, with one selling service 
—it will create more sales in dollars— 
less returned merchandise—and will 
make of your store the modern place 
to shop. 


Most ef us added hosiery to our 
stocks years ago, which proved to be 
excellent y a shoe 
store’s best bet, as it brings customers 
back more often than any other item. 
National statistics state that in ladies’ 


stores in the past year or so have put in 
bags, gloves, belts and costume jewelry, 
a few lingerie, and in most cases with 
good success. 


Probably the most important’ factor 
to watch in adding these lines, is the 


selling a $12.75 pair of shoes, very 
likely an $8.75 bag, a $4 pair of gloves, 


Easter selling, keeping it fairly low 
the balance of the time, but always 
having the new novelties. 


We shoe stores should not under- 
estimate the value of advertising, and 
good window displays. The Analysis of 
Operating Expenses, compiled by our 
National Association, states “that the 
average independent, single store con- 
tributor to the 1937 survey spent less in 
1937 for advertising, both in dollar vol- 
ume and in percentage (which dropped 
from 3.1 to 2.5). We, in our own store, 
have found it good business to expend 
as much as 4 per cent in order to in- 
crease traffic. 


Regarding window space, exclusive 
stores have the natural advantage over 
their competitors, but it is very pos- 
sible that even with those of us who 
devote a great deal of time to creating 
attractive displays, we still do not put 
forth enough effort, because it is quite 
a debatable subject as to just what 
percentage of business is obtained from 
windows versus newspaper advertis- 
ing. However, it is our own opinion 
that we secure more from our windows 
than we have any idea, and, therefore, 
should take full advantage of them. 

Every shoe store has sufficient win- 
dow display room and department room 
to accessorize his business. What is 
needed is architectural study and the 
creation of new displays that reflect the 
modern way women want to buy. Dis- 
play with each shoe the proper acces- 
sories that go with it. 

If we shoe merchants don’t think 
along accessory lines, and don’t build 
our business along these lines, then the 
specialty store and department store 
take away from us the fashion part of 
our business, on quality grades partic- 
ularly, and leave us with the cheaper 
business. 

Therefore, to summarize, it is my 
firm belief, that in order to materially 
increase traffic in exclusive shoe stores, 
we must carry as many of the neces- 
sary fashion accessories as possible; 
have reputable and leading brands of 
merchandise; an aducated, outstanding 
sales force; effective advertising and 
window displays; and endeavor at all 
times to keep abreast of the modern 
trends, from every conceivable stand- 
point. 


Shoe Retailers’ Council to 
Stress Public Relations 


Cuicaco—Continuing emphasis upon 
public relations, through the study of 
every phase of operations affecting the 
public or any section of the public, was 
stressed at the sixth annual meeting 
of the National Council of Shoe Re- 
tailers, Inc., held in Chicago on Jan- 
uary 4. Ward Melville, of the Melville 
Shoe Corp., who was reelected presi- 
dent to serve for the coming year, out- 


lined a broad program for the improve- 
ment of public relations by business as 
a whole, and by retailers especially. 

Other officers and directors reelected 
by the Council were: George L. Smith, 
G. R. Kinney Co., first vice-president; 
C. H. Feltman, Feltman & Curme Shoe 
Stores, Inc., second vice-president; A. 
A. Gallenkamp, Gallenkamp’s Stores, 
third vice-president, and M. L. Fried- 
man, A. S. Beck Shoe Corp., treasurer. 
Directors: Frank Butterworth, Spencer 
Shoe Corp.; Harry Edison, Edison 
Bros.; F. A. Miller, Miller-Jones Co.; 
Lawrence Merle, Endicott - Johnson 
Corp.; L. B. Sheppard, Sheppard & 
Myers, Inc. 

Members approved the Council’s con- 
tinuing program for strengthening re- 
lations with the public through individ- 
ual company efforts. In discussing this 
program, President Melville emphasized 
the fact that “the public impression of 
all business, or all retailers, or all chain 
stores, or any other category, may be 
based largely upon the policies of an 
individual company.” 


Paris Opens Social Season 


[CONTINUED FROM PAGE 16] 


paillettes, repeating the material and 
the trimming of the frock. 

The evening boot (launched early in 
the season by two leading couturieres, 
Schiaparelli and Paquin) is undergoing 
variations from the classic style, this 
not being considered appropriate for 
modern dress. A new dinner boot noted 
in black antelope was cut all in one 
piece and laced up the back. There was 
a cuff top of alternating bands of cycla- 
men kid and black patent, and a patent 
heel. 

There are pumps for evening with 
latticed vamps imitating the open work 
of sandals. Some in black satin are 
silver piped, in white kid, piped with 
gold. These have thin soles and high 
heels. Cyclamen and fuchsia are much 
seen in evening footwear, often com- 
bined with black, and antelope and 
satin are evening leaders. 


Now for National 
Foot Health Week 


[CONTINUED FROM PAGE 19] 


both within and without the retail shoe 
stores. Nineteen thirty-eight added its 
quota of educational article in publica- 
tions of general public interest, with 
national circulation, in addition to the 
interest and efforts of various local 
groups and individuals. 

The importance of merited participa- 
tion in National Foot Health Week is 
greater than ever. Now is the time to 
get active preparation for the event 
started—to have the entire promotion 
program well under way before Spring 
and Easter activities demand all of 
your time. 
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Miller Again Heads Shoe Manufacturers 





Elected Chairman of Board of Directors at Well-Attended 
Convention in Chicago—Gen. Hugh S. Johnson 
Urges Flight from “Rendezvous with Debt” 


Cuicaco, ILt.—With officers for the 
coming year elected, the National Boot 
& Shoe Manufacturers’ Association 
held its 34th annual meeting January 5, 
with an attendance of 860. There was 
a thorough discussion of the wages and 
hours bill by F. A. Miller, J. C. Ball 
and Miss Ruth Freeman. Gen. Hugh 
S. Johnson was the big hit of the meet- 
ing, calling for the return of good busi- 
ness and the flight from a “rendezvous 
with debt.” 

The officers elected are as follows: 
Frederick A. Miller, H. C. Godman Co., 
Columbus, Ohio, chairman of the board 
of directors; Jay O. Ball, Chrysler 
Building, New York City, president; 
E. S. Gerberich, Gerberich-Payne Shoe 
Co., Mt. Joy, Pa., treasurer; Ruth S. 
Freeman, Chrysler Building, New York 
City, secretary. 

The following were elected as vice- 
chairmen: Harry G. Johansen, Johan- 
sen Bros. Shoe Co., St. Louis, Mo.; W. 
M. Jarman, General Shoe Corp., Nash- 
ville, Tenn.; Buford H. Jones, Dunn & 
McCarthy, Inc., Auburn, N. Y.; Irving 
S. Florsheim, Florsheim Shoe Co., Chi- 
cago, Ill.; Moe Jacob, H. Jacob & Sons, 
Inc., Brooklyn, N. Y. 

The directors and chairmen of the 
standing committees are as follows: 

Directors for three years—Arthur 
Berg, The Athletic Shoe Co., Chicago, 
Ill.; Walker T. Dickerson, The Walker 
T. Dickerson Co., Columbus, 0.; H. C. 
Freeman, Freeman Shoe Corp., Beloit, 
Wis.; Leo Goodking, Lucille Footwear 


Co., Williamsport, Pa.; D. R. Kreider, 
the A. S. Kreider Shoe Co., Annville, 
Pa.; H. N. Lape, The Julian & Kokenge 
Co., Columbus, O.; Frank S. Rice, Rice- 
O’Neill Shoe Co., St. Louis, Mo.; How- 
ard Smith, J. P. Smith Shoe Co., Chi- 
cago, Ill.; J. R. Sweasy, Red Wing Shoe 
Co., Red Wing, Minn.; James E. Wall, 
Wall-Streeter Shoe Co., North Adams, 
Mass.; K. G. Wallace, A. G. Walton & 
Co., Chelsea, Mass. 

For standing committees the follow- 
ing were elected: 

Style, Herber R. Garside, A. Garside 
& Sons, Philadelphia, Pa.; Trade Rela- 
tions, L. V. Hershey, The Hagerstown 
Shoe & Legging Co., Hagerstown, Md.; 
Membership, J. F. Teeple, Teeple Shoe 
Co., Waupun, Wis.; Legislation, Roger 
A. Selby, The Selby Shoe Co., Ports- 
mouth, 0O.; Resolutions, Harold C. 
Keith, Geo. E. Keith Co., Brockton, 
Mass. 


Richardson and Heise 
Join Robinson Staff 


Los ANGELES, CALIF.—Two well- 
qualified retail shoe men, both with 
wide retail shoe experience, have been 
appointed by Paul Kirsh, manager for 
the J. W. Robinson Co. shoe depart- 
ments, as his assistants, Verne Rich- 
ardson is ‘now Motion Picture Studio 
representative, as well as in charge of 
the outside store shoe selling activities. 
Mr. Richardson brings to the store a 


wealth of experience in this line, hav- 
ing sold fine shoes to this trade for a 
number of years. 

Arnold Heise is now Mr. Kirsh’s as- 
sistant manager in the children’s and 
junior shoe departments. He comes 
with a very fine record of achievements. 
The steadily expanding fine shoe busi- 
ness in the Robinson store provides 
these men with exceptional opportuni- 
ties. 


Gain Shown in Brown 
Shoe Shipments 


St. Louis, Mo.—A gain of $600,000 
in shoe shipments for November and 
December by the Brown Shoe Company, 
as compared with shipments during the 
same months of 1937, has been an- 
nounced by C. R. Gamble, vice-presi- 
dent of the company in charge of sales. 

The size, as well as the number of 
orders received during the last few 
weeks gives cause for real optimism 
for the coming Spring season, Mr. 
Gamble said, basing his opinions partly 
on the fact that retail stocks are low 
and retail merchants themselves are 
optimistic about the future. The wave 
of optimism has caught the shoe busi- 
ness at the beginning of the Spring 
season, he pointed out, and this is ex- 
pected to influence retailers to buy 
freely in anticipation of a marked 
gain in volume in Spring sales. 

“Salesmen of the Brown Shoe Com- 
pany, traveling in all parts of the 
country, give us reports of a distinctly 
promising outlook,” Gamble declared. 
“Since our salesmen are so intimately 
connected with retail outlets for shoes, 
one of the few items listed as a neces- 
sity by everybody, we regard them as 
a peculiarly reliable index to retail 
business conditions.” 
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Mr. and Mrs. Joseph Slobodien, in the center, 


friends who have 


surrounded by 
traded with them since their store was founded in Perth Amboy fifty years ago. 


PertH Ampoy, N. J.—Fifty years of 
distinguished and, what is more, con- 
tinuous service, is the proud record of 
the Joseph Slobodien Shoe Store, here. 

Between Nov. 10 and 25, 1938, they 
held open house in their store, with 
presents for all and a celebration hon- 
oring Mr. and Mrs. Slobodien and ten 
customers who have traded with them 
continuously since they opened as a 
combination shoe sales, shoe repair, 
tinsmith and bathtub shop back in the 
days when the main street of Perth 
Amboy was but a dirt road bordered by 
open meadows. This combination gen- 
eral store was discontinued the fol- 
lowing year, and the firm centered its 
activity upon retailing and repairing 
shoes. 

Moving several times to keep pace 
with the changing center of business 
in Perth Amboy, they established their 
present store at 143 Smith Street in 
1906. The firm prospered, and in 1920 
Joseph Slobodien ended his active par- 
ticipation in the business. The store 
continued under the management of 


his two sons, Jacob and Leo, until 1936, 
when Jacob also withdrew from the 
concern, leaving his brother, Leo, as 
the head of the store. 

Today Joseph Slobodien, founder of 
the store, is 88 years old and lives with 
his wife at 218 State Street. They re- 
cently celebrated their fifty-fifth wed- 
ding anniversary. 

Founded on a promise of service and 
proper fitting, the present store pays 
particular attention to orthopedic and 
comfort service and the filling of or- 
thopedic prescriptions in addition to 
the sale of fine footwear. 

During the anniversary celebration 
a rare display of footwear from the 
famous collection of Major Charles A. 
Cahill of Boston, Mass., and historic 
relics and manuscripts of early Perth 
Amboy, attracted many visitors to the 
store. 


Lebowitz Joins Butler Bros. 


New York—Larry L. Lebowitz, for- 
merly with the Brown Shoe Company, 


St. Louis, Mo., is now connected with 
Butler Brothers, Brooklyn, N. Y. He 
will represent their line of shoes in 
Brooklyn and Long Island. 


Purchase Timber for Lasts 


BuFFALO, N. Y.—M. Murphy & Son at 
Ellicotville, N. Y., one of the largest 
manufacturers of shoe last blocks in the 
world, have just purchased 10,188 acres 
of standing maple timber in McKean 
county, about 45 miles from its factory, 
containing more than 13,000,000 ft. of 
timber, involving $400,000 and said to 
be the largest timber deal in Pennsy]l- 
vania for many years. The tract is the 
last large piece of virgin hardwood 
timber remaining in that section of the 
country and it is estimated that it will 
lengthen the last block business in El- 
licotville six years or more. 

Timber will be brought to the shoe 
last plant at the rate of about 3,000,000 
ft. a year. 


Develops All-Plastic Heel 


PITTSFIELD, Mass.—The most impor- 
tant development in the plastics in- 
dustry in some years—a new all-plastic 
heel for women’s shoes—is announced 
here by the plastics department of the 
General Electric Company Works. 

Incorporating unique developments 
in plastics engineering conducted for 
more than a year at the GE plant here, 
the new product is expected to have a 
marked influence on women’s shoe fash- 
ions and, what is more important to 
Pittsfield residents, will undoubtedly 
bring considerable business to this city’s 
new million-dollar plant, which at pres- 
ent employs about 550 persons. 

Outstanding feature of the new prod- 
uct is the honeycomb construction in 
the upper part of the heel, which per- 
mits the heel to be affixed to the shoe 
in the ordinary manner of nailing, 
without the necessity of additional ma- 
chinery or special tools. If a nail should 
strike one of the cross-sections, the ma- 
terial is flexible enough to give and 
direct the nail into one of the holes. 

The heel is so designed as to provide 
light weight, comparable to the weight 





.- 


BOOT anv SHOE RECORDER, January 14, 1939 


of a wooden heel, but with a greater 
degree of strength and durability. Be- 
cause the molded heel has no grain, 
cracking and splitting are eliminated. 
This means that spoilage is reduced to 
a minimum, and assembling to the 
shoes is a faster operation. 

The bottom of the heel is made to 
permit replaceable lifts to be snapped 
in or out quickly. 

The molding material used is of the 
cellulose-acetate type, and the method 
of molding is the injection process. 
Using the cellulose-acetate materials, 
the GE plastic heels can be produced 
in a wide range of colors—white, gold, 
bronze, black, green, silver, red, brown, 
and many others. However, when solid 
colors are not desired the heels can be 
easily covered or lacquered to match 
the shoe leather. Heels molded in the 
solid colors come from the steel molds 
ready for assembly to the shoe, thus 
eliminating the extra operation of 
covering. 


American Shoemakers Go In 
for Wooden Soles 


CuHicaGo.—Not satisfied with making 
Dutch type shoes with leather soles, 
manufacturers of welt and other sport 
types are now making real wooden- 
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soled sabots. They were seen in a num- : s lory’ 
ber of lines at the Chicago National “In all its ¢ 
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troduced into other lines as the season 
advances. They are being made espe- 
cially for the college trade, which has 
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in once you get the necessary rocking effec nly one of many zs 4 women S shoes. — 
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tes including the popul 
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To Manufacture Novelty Shoes Hosiery Forms. ; full informa 


Derry, N. H.—Rosebud Shoes, Inc., upon sey Forms. 
a new Derry concern, has started the Mail the crcomplete f Fairy 
manufacture of women’s novelty shoes tion on 
in the town-owned three-story factory 
building at Maple and High Streets, 
formerly occupied by the Frederick 
Shoe Co. Approximately 50 persons 
are employed in producing about 25 
cases daily, but it is hoped to step up 
production to 100 cases soon, with be- cnet 
tween 250 and 300 on the payroll. . Please sere ™ s. 

While the new firm has the same of- ENTLEMEN: nd Fairy Hosiery Form 
ficers as the Somersworth Shoe Co. in 
Somersworth, it is an entirely separate 
corporation. Michael Lunder is presi- 
dent and Harry Stein, treasurer. Ar- 
thur Apt is resident superintendent 
and E. A. Apt, traveling sales man- 
ager. 
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Children's Footwear 





SHOES 


HAND LASTED 
CHILDREN’S SHOK* 
Finest Quality 


PEDICRAFT onetiadlele” & Rite St.. 


some 





Store Fixtures 





HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like thé way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL iiincs: 


Carton Labels 


LA BELS 


TOLMA N- DAVIDSON 


SING PRESS 


MA 








Open New Unit 


Nyack, N. Y¥Y.—Uncle Sam’s Shoes, 
Inc., operating popular family shoe 
stores, recently announced the opening 
of a new unit at 98 Main Street, here. 
They also opened a unit at 614 Main 
Avenue, Passaic, N. J., this past year. 
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Celebrates 80th Birthday 


DecoraH, Iowa — Jonn C. Hexon, 
Deorah’s oldest active business man 
who has been in the shoe business here 
for the past 52 years, recently cele- 
brated his eightieth birthday. He en- 
joys excellent health and is on the job 
daily. 

Mr. Hexon started in business here 
as a clerk in 1881 and in 1887, with his 
brother, went into business with men’s 
furnishings and shoes. His first entry 
into the shoe business was the purchase 
of a dozen pairs from a traveling sales- 
man. 

His son, Philip, became associated 
with him in business in 1910, and for 
the past 28 years they have had an ex- 
clusive shoe business. 


MRS. DAY'S 


FLEXIBLE Wa/king 
\ SHOES 


for youngsters 


Back of these superlative little shoes is an 
organization of specialists who know a great 
deal about the shoe requirements of grow- 
ing feet. Lasts, patterns and construction 
have been developed with the cooperation 
and approval of leading medical men. When 
you sell these best-known little shoes you 
sell fit, comfort and satisfaction that build 
business. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 


Double Floor Space 


MANCHESTER, N. H.—Shaka’s Shoe 
Store, Lake Avenue and Chestnut 
Street, will double its floor space as 
the result of purchase of the building 
in which the establishment is located 
by the wife of the proprietor, Athos 
Shaka. 

The building has a frontage of 100 
ft. and a depth of 25 ft., and it is 
planned to lengthen it to 50 ft. In- 
cluded in extensive alterations also will 
be reduction of the structure to two 
stories. At present there are three 
floors, the second and third being used 
as apartments. 











Search for Oldest Shoes 


Columbia, Mo.—“A new contest in an old-fashioned way” a to — many 
pairs of old shoes that grandmother wore when she was a girl, shoes that dated 
from 1852 to 1900, when Carl Wersky, —— of the Novus Shop, here, started 

an “Old Shoe Contest” to discover the oldest pair of ladies’ shoes in Columbia. 
The Novus Shop displayed the shoes as they were entered, in window dressings, 
surrounded by spinning wheels, old fashioned pictures and other articles remi- 


The conten, besides drawing an unusual mamber of onrie, gave the women of 
Columbia (and the men, too) an opportunity of seeing what was in vogue in the 
way of footwear nearly a century ago. 

When the contest was well under way, Mr. 


pecial, offering who 
sag re es ate all any yok of 


Wersky capitalized on the contest to 
in a pair of lady’s shoes, no matter 
in stock. 
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Color Coordination 


[CONTINUED FROM PAGE 15] 


Gay Roman stripe jacket and beige basket 
weave sheer wool dress. London Models. Cop- 
per calf step-in with attractive side gore. F. E. 
Foster & Co. 
shades. Color coordinations suggested for these blues 
were black, browns, bright copper tans, navy, light and 
dark wine shades. 

4. The pink family, from pastels to cyclamen and 
fuchsia shades. Combinations suggested for this color 
group were the blue range of leathers, the new Spring 
wine shades, and black patent. 

5. Citron, expected to carry right through the Sum- 
mer. Suggested coordinated colors were blues, greens, 
cyclamen and fuchsia shades. 

6. Orchid shades for evening, from pale to vivid 
tones. Gold, silver and deep purples were suggested 
as effective accents. Violet was also highlighted for 
daytime wear and shown with a wine-colored shoe. 


Outstanding Ensembles 

Some effective combinations, which we noted, were 

a green alligator calf shoe with a navy costume, a 
Dahlia (deep red) calf with a magenta (Chanel) dress, 
Japonica with a gray and white sport suit, and Japonica 
and white with a rust and blue country outfit. Also a 
yellow costume with a Fresh Earth pump, a mauve 
dress with checked jacket in pink, blue, Dubonnet and 
dark green with a wine-colored shoe. An all-white silk 
shirtwaist costume was shown first with an all-white 
shoe, then with white and Japonica and finally with 
a cyclamen sandal. Each shoe toned in with some color 
[TURN TO PAGE 41, PLEASE] 





BUILD 


YOUR SHOE BUSINESS 
WITH 


PLATFORMS 
OF WOOL FELT 


Platform Shoes look smarter; feel 
better and wear better, when the plat- 
forms are of wool felt . . . by 
STANDARD. To the ultimate con- 
sumer the live, resilient wool felt 
platform means “walking on air.” Ih 
means insulation from hot or cold 
pavements. Moreover, it means 
clean-cut and long-lasting smartness. 


Mr. Shoeman: Because of these style 
and comfort features, wool felt plat- 
forms mean assured customer-satis- 
faction and repeat business. 


Mr. Manufacturer: Wool felt simpli- 
fies production. It cuts to any size or 
shape with a smooth, even edge . . 
easy to finish. Available in different 
thicknesses and degrees of firmness. 
Be sure it’s STANDARD wool felt. 
For further information consult the 
nearest branch or representative. 


STANDAR 


FELT CORPORATI 


Branches: 114 E. 26th St.. NEW YORK; 2381 8. 
Green St., CHICAGO; 693 Mission S8t., SAN 
FRANCISCO; 29-115 8S. Palm Ave., ALHAM- 
BRA, CAL.; Sales Representatives: Geo. A. 
Anderson, 1709 Locust St., ST. LOUIS; F. 
Schenkenberg, 3609 Lexington Ave., DALLAS; 
E. E. Schenck & Co., 181 S.W. 4th Ave., 
PORTLAND, ORE.; E. E. Schenck & Co., Tex- 
tile Tower Bidg.. SEATTLE. 


ON 
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Heads Slipper Firm 


BrRooKLYN, N. Y.—Henry J. Kessler 
has joined Smart-Wear Footwear Corp., 
here, in the capacity of president and 


om erm 


Inner Soles and Counters 





No magic, no mystery. Just get your share of 
g00d business in good Bass Ski Boots. Smartly 
advertised in Esquire, Vogue, Town and Coun- 
try, Ski Bulletin, and Ski Annual. Popular be- 
couse they're promoted. And profitable? . . . 
OUNTERS « WELTING Write today for the full story. Remember, we 
IEFER TANNING CO HENRY J. KESSLER make outdoor footwear for every purpose. 


Price list and booklet free. G. H. Bass & Co., 
Dept. BS-10, Main Street, Wilton, Maine. 





will have full charge of sales and pro- 
duction. The company is engaged in 


e the manufacture of slippers and Compo 
Dancing Shoes and Taps sandals. Mr. Kessler was formerly as- | Bia ) ) 41) Br ‘sg /) 
sociated with the Paramount Slipper | 
Company. MADE BY G. H. BASS & CO. 


~ 


PLEXIBLE TAP DANCING SHOES 





Lightening 
Step 
by 
NEW 
osco 


IN-STOCK PROCESS 


warn Te iF 
Misses’ A-B-C-11%-2 ... 
Children’s B-C-8%-1! 








Attractive Cruise Window 


Cuicaco, ILt.—Cutler’s State Street 
store offered a most attractive setting 
for its early showing of cruise shoes, 
which was also one of the very first 
window displays on the street. Several 
miniature airplanes, banners, insignia, 
and travel literature were borrowed 
from the local airline companies and 
combined with the newest shoes. Also 
included in the set-up were several 
pieces of luggage in which the shoes 
were attractively arranged. The Julian & Kokenge Company, Columbus, Ohio, was well-re 
fe perenne Leela. fe leptin 
mt of t com >. two sons, Mer lo OF es nm 
Renovates Ski Boots ‘ ‘(emmh, and Howard Lape, act al ate 
Lynn, Mass.—Lovell Shoe Co., 244 
Broad Street, makers of hand-method double oak bend soles, inverted welts, In renovating ski boots, they re-last 
shoes, have started a business of mak- and oil grain uppers; also safety box them to shape as well as renew the 
ing and renovating ski boots. They toes, some features of their boots being soles, the heels, the fillers and the 
make, on custom orders, boots with patented. waterproof coat. 








a re a a aL eS ———<« 
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Color Coordination 


[CONTINUED FROM PAGE 39] 


on the hat ribbon. The platform on this last shoe was 
in Eye Shadow Blue, one of the season’s cosmetic colors. 
Blue shoes were effective with another shade of blue, as 


Black suede pattern with thick rocker bottom 
sole and gold nail heads on sabot strap and sole. 
Carson, Pirie, Scott & Co. 


in the Lido Blue model worn with a navy blue costume 
and with a mauve pink and navy suit. 

The fashions on the runway showed very graphically 
—it seemed to us—the end of an era when black, tan 
or brown shoes were the only choice with colored cos- 
tumes, and a limited number of colored shoes were 


is Your final step in 
the SALE 


Her first step is the critical step—how do the 
shoes FEEL? “Comfortable as an old shoe,” 
when she walks on the cushion of Mohawk’s 


soft deep pile, for here is the carpet to per- 
suade suspicious, “shopping” feet that they've 
found their shoes! Woven to weather heavy 
shoe store traffic, these sturdy Mohawks stay 
young for a profitably long time. Before re- 
carpeting, call the nearest Mohawk office. Mo- 
hawk specialists KNOW what textures, colors, 


and patterns will help you close shoe sales 


AGAIN WE SAY 


Green alligator calf pump, with open toe and 

heel and draped vamp. Marshall Field & Co. Pe -~ A ve K 
the height of daring color contrast with black and navy 
ensembles. With black patent as number one color, eh. 
black was, of course, still important with both monotone 
colors and prints, but color coordination was the 


avowed objective of the show. And color, in subtle and 
charming combinations, was the final impression left MOHAWK CARPET MILLS, 295 FIFTH AVE., NEW YORK 


when the last model disappeared between the gold 
curtains at the top of the long flight of steps. 


STAGE YOUR SMARTEST STYLES 


neceonal, 24Es err gs { Boston Chicago St. Louis Detroit High Point 
: ang a | Dallas Los Angeles Philadelphia San Francisco 
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Nunn-Bush Employees to Have 
Board Representation 


MILWAUKEE, Wis.—In a letter to 
stockholders containing the annual 
financial report, Henry L. Nunn, presi- 
dent of the Nunn-Bush Shoe Co., an- 
nounced that hereafter shop employees 
of the firm and employees in the com- 
pany’s retail outlets will be represented 
on the board of directors. 

In his announcement Mr. Nunn de- 
clared: “It is our belief that the most 
successful industries of the future will 
give an increasing interest and study 
to the necessities of all the human ele- 
ments of business; to that part which 
supplies the necessary labor as well as 
that part that supplies the necessary 
capital. 

“We believe that business in the past 
has suffered through a neglect of this 
very thing.” 





The new board members, elected by 
the employees, will be added to present 
board members. The company has 834 
employees in its plant and office here, 
292 at Edgerton, Wis., and 149 in its 
115 national retail outlets. 

The company reported for the fiscal 
year ending Oct. 31 net earnings of 
$215,000, against $250,000 a year ago. 
Total sales were $5,945,000, against 
$6,503,000. 

“A part of the decrease in earnings 
can be attributed to inventory losses 
as well as to the policy of keeping pro- 
duction up to a point somewhat exceed- 
ing sales . . . that is, of trying in every 
way possible to stabilize production. 

“Your management,” the report con- 
cluded, “cannot help but feel that, in 
the long run, this policy, practiced in 
moderation, will be vindicated and that 
it will prove not only to the best in- 
terests of the workers, but also to the 
best interests of the stockholders.” 

The company is currently erecting 
a new power plant adjoining its local 
plant at an estimated cost of $85,000. 

Nunn-Bush has had its annual in- 
come plan in operation in the local 
plant for the past three and one-half 
years and in the newer Edgerton plant 
for one and a half years. Workers in 
the local plant have received pay checks 
for 181 consecutive weeks. 

According to the firm’s annual re- 
port, lower prices were responsible for 
a slump in dollar volume of sales in 
the company’s own retail stores and 
departments, although the number of 
pairs of shoes sold increased. Sales in 
the company’s own outlets amounted to 
$2,051,627, compared with $2,083,412 
in 1987. 

Gross profit on sales amounted to 
$1,997,778, and sales and administra- 
tive expenses to $1,729,288. Net oper- 
ating profit was $277,549, while net 
income before income taxes was $262,- 
966, and the provision for incomes taxes 
was $46,976. 





H. Eugene Connor 


RocHester, N. Y.—H. Eugene Con- 
nor, for 35 years with E. P. Reed & 
Co., Inc., and most of that time selling 
the line in New York, State and New 
England, died at Burlington, Vt., re- 
cently. He was taken ill three weeks 
ago in Burlington while on a selling 
trip and died in a local hospital. It 
was thought he was on the road to re- 
covery, and C. C. Tarbutton, former 
shoe buyer for Sibley’s, Rochester, had 
departed to pinch-hit for “Gene” on 
his territory, when the news of the 
latter’s sudden death was received. The 
funeral was held from his home, 410 
Oakdale Drive, and later from the 
Blessed Sacrament Church, of which 
he was a member. He is survived by a 
daughter, Gloria, and three sisters. He 
lost a brother, Thomas C. Connor, also 
a salesmen for this same company, in 


1920. 
President Lester B. Reed paid a high 
tribute to the fine character, sales 


ability and loyalty of Mr. Connor. 
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WHEN YOU 
STEP OFF THE 
TRAIN IN 


NEW YORK 


EMPIRE STATE BLDG 


fH 
f 1 >< 
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HOTEL | 
MCALPIN 


PENN. STATION 


. > 
{/'GRAND CENTRAL TERMINA 


The Hotel McAlpin is only a 
block away from the Penn- 
sylvania R. R. Station and 
only seven minutes from the 
Grand Central Terminal. 
B. & O. Motor Coaches stop 
at our door. 


Decidedly, the Hotel McAlpin 
is “A Great Hotel” in the 
center of convenience. 


LARGE ROOMS, NEWLY 
FURNISHED & DECORATED 
SINGLE from $3. DOUBLE $4.50 
THREE POPULAR PRICED 
RESTAURANTS 
* 


M‘ALPIN 


BROADWAY AT 34th ST., NEW YORK 
Under KNOTT Management 
John J. Woelfle, Manager 
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1939 Dedicated to American Enterprise at the Fitting Stool 


oot and Shoe Recorder advertisers had a 








very successful showing at the recently completed 


National Shoe Fair in Chicago. 





And their consistent advertising assures profitable 


business for them the whole year round, because 


well-informed merchants are the Practical and Intel- 


ligent Buyers, and the firm foundation of this great 





American Shoe Industry. 
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Direct Line to Point of Sale 
A CHILTON ® PUBLICATION 


Two Thirty-nine West Thirty-ninth Street . . New York City 
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Northwestern Reelects Eli L’Esperance 
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North Dakota Merchant, 43 Years in Business, to Head 
Association Another Year—Plans Membership Drive 


(Special Dispatch to Boot and Shoe Recorder) 


St. Paut, Minn.—Eli L’Esperance, 
Grand Forks, N. D., was re-elected 
president of Northwestern Shoe Retail- 
ers for 1939 at the annual convention 
held here this week. All the other 
officers were re-elected, except the new 
Minnesota vice-president, A. T. An- 
derson of Detroit Lakes, and the new 
Wisconsin director, J. B. Haroldson, La- 
crosse. Other vice-presidents are How- 
ard Sandum, Devils Lake, N. D.; Arthur 
P. Johnson, Sioux Falls, S. D.; W. C. 
Kroch, Osceola, Wis. Directors: A. R. 
Krohn, Williston, N. D.; Roy Sorenson, 
St. Paul; Harry Lampe, Huron, S. D.; 
Otto Schuler, Minneapolis. Secretary: 
H. S. McIntyre, Minneapolis. 

The 24th annual convention opened 
Sunday with registration and opening 
of display rooms. Directors met in the 
afternoon for discussion. There was no 
set program. Other business was 
shelved Monday to hear Minnesota 
Senator A. O. Sletvold describe the new 
“Unfair Practices” bill he is introduc- 
ing. His bill will eliminate most court 


objections in the decision against the 
1937 bill. 

Merchandising was discussed by S. A. 
Spaeth, of Emporium Mercantile Co., 
St. Paul. 

Nearly 500 members, allied and 
wives, attended the annual dinner dance 
Monday evening. Charles Englin was 
master of ceremonies. 

Tuesday morning the Northwest Shoe 
Travelers and many retailers met to 
discuss grievances. A closed session 
after luncheon included the election, 
selection of Minneapolis as 1940 con- 
vention city, dates to be selected later. 
It was decided that 1939 would feature 
a membership drive to increase mem- 
bers five times, the president stated. 
He announced that committees, includ- 
ing membership, would be appointed 
immediately to carry this out. Presi- 
dent L’Esperance has. been 43 years in 
business, 31 in Grand Forks. A total of 
84 lines were exhibited, with sales the 
greatest in five years. The convention 
was hailed as a great success. 





New England Merchants Meet 


During Boston Show 


Boston, Mass.—The 17th annual 
Boston Shoe Show, which opened Jan. 
9 at the Hotel Statler, while not play- 
ing to a capacity house, nevertheless 
attracted about 190 exhibitors, most of 
them manufacturers of popular price 
footwear; and a goodly number of 
merchant buyers, eager to see the many 
extreme novelties which had been re- 
vealed, some of them for the first time 
at the National Shoe Fair in Chicago. 
Business on this type of footwear was 
fair. On some types it was better than 
had been expected. 

At other hotels, notably the Parker 
House, lines of manufacturers of higher 
priced shoes were spread and Easter 
orders detailed. Some manufacturers 
report that as a result of the Chicago 
fair and the Boston gathering of this 
week, they have sufficient business to 
justify full speed ahead for from six 
to nine weeks. 

Attendance at the show on the sec- 
ond day was augmented by an influx 
of merchants from the five New En- 
gland States, who gathered to attend 
the annual meeting of the Boston Re- 
tail Shoe Guild in one of the large 
meeting parlors on the mezzanine floor 
of the Statler. 

Presided over by the Guild president, 
Philip Bayes, the meeting was ad- 
dressed by a large number of speakers 
on subjects of interest to all, headed by 
Lieutenant-Governor Horace T. Cahill. 

Other speakers were William B. 
Greene of the Jordan Marsh Company, 


who warned against a too-heavy in- 
ventory of style novelties, although in- 
sisting that some of them should be in 
every store; Arthur J. Chase, of the 
Vulcan Corporation, who showed by 
means of drawings and shoes how a 
last can be perpetuated from season to 
season by varying patterns, materials 
and heel shapes; Fred L. Ayres, of 
the Brown Company, who predicted an 
increased flexibility in shoes of all 
types and told something of the new 
processes now being developed in shoe- 
making; Kenneth Backman, manager 
of the Boston Better Business Bureau, 
who stressed the emphasis in schools 
on consumer education and pointed out 
that a least some school systems seem 
to be preparing their students to enter 
their after-school careers with a defi- 
nite anti-business complex; Raymond J. 
Newton, vice-president of the Guild, 
who told what the organization hopes 
to accomplish; and Daniel Bloomfield, 
who spoke against the sales tax, a bill 
calling for which has been introduced 
in the Massachusetts Legislature. 
Mr. Bloomfield pointed out that 
sales taxes in 23 States have not only 
driven business from those States but 
have not had the desired effect of re- 
ducing real estate taxes. Sales taxes, 
he argued, result in decreased purchas- 
ing power, and fall most heavily on 
the income classes least able to afford 
them, since more than 60 per cent of 
all retail purchases are made by fam- 
ilies with incomes of $2,500 or less. 
Once established as an emergency 
measure, such taxes are never re- 
voked. As a case in point he cited the 


City of Philadelphia where the sales 
tax recently was killed by mass pro- 
test of all consumers. While it was 
in force, however, a survey showed 
that it had reduced annual sales by 
$10,000,000 and has been the direct 
cause of the loss of 10,000 jobs among 
persons engaged in distribution. 


Successful Shoe Fair 
Held in Charlotte 


[CONTINUED FROM PAGE 24] 


cut-out design on the high stepin, its 
length is broken, flattering the foot of 
the wearer into appearing smaller. 
Gored shoes, the high-riding types with 
the cut-out instep, are punctuated for 
style and fit by elastic bands going 
around the throat of the shoe or gus- 
sets over the instep. 

Sandals and straps, of course, fared 
well at the fair, since a buyer knows 
very well that his customers will de- 
mand them. These shoes have low 
heels, high, spool heels, are toeless or 
heelless or both, have straps or ties 
that wind around the ankle with a 
jaunty nonchalance and prove their 
right to be placed in 1939 windows by 
having a smart modishness to them as 
new as the year itself. 

No matter what the buyers were 
looking for when they came to the 
Charlottee Shoe Fair, whether a rolled 
strap, screw heel or the new Sienna 
rust color in women’s shoes or the wall- 
toed barges in men’s and children’s 
shoes, they found it. They also found 
an optimistic outlook from all the other 
buyers they met and talked with, that 
1939 is going to be a big year for their 
business. And the way they were 
ordering shoes proved it. 


Abrams Heads Buying 
Syndicate 

Cuicaco, Itt.—Sanford Abrams, 
general manager of the four Abrams 
Department Stores in Chicago, has been 
elected president of the Chicago De- 
partment Stores Buying Syndicate. He 
succeeds John Klaus, of Klaus & Co., 
another group of outlying stores. This 
is an organization of 20 stores in the 
neighborhood sections and suburbs of 
Chicago whose volume is from eight 
to ten million. The syndicate is plan- 
ning to serve similar stores within a 
50-mile radius of Chicago. E. Holden, 
of E. Holden Company, was elected 
vice-president, and Max Frank, of 
Max Frank Co., treasurer. Miss Flor- 
ence Jayne, who is in charge of the 
office headquarters in the Merchandise 
Mart, was reelected secretary. 


William Kleinknecht 


CINCINNATI, OnI0 — William Klein- 
knecht, 86, retired shoe manufacturer, 
died recently. He helped organize the 
Herr - Kleinknecht Shoe Co., Ports- 
mouth, O. 
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@ Attention centers on your store 
when it has an appealing en- 
trance of aluminum or bronze in 
an outstanding Zouri store front. 
New book on Doors and En- 
trances FREE. Also illustrated port- 
folio of Zouri Store Fronts. 











ZOURI STORE FRONTS, Niles, Mich. 
Send { ) Door and Entrance Book 
( ) Portfolio 

















Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 














-Mantield 


OF NORTHAMPTON, ENGLAND 


ANNOUNCE THE REMOVAL OF 
THEIR AMERICAN SALES AND 
STOCK ROOMS FROM 
1136 RANSTEAD STREET 


323 ARCH STREET 
PHILADELPHIA, PA. 


Better facilities for your service. More con- 
venient location for your calling. More space 
for stock for your requirements; will result 
from the change. 


MANFIELD & SONS 


MANUFACTURERS OF 


RIDING, FIELD AND AVIATION BOOTS 
AND MEN’S SHOES— 


Carried in Stock in America 


TO 











New Walk-Over Store in London 


Exterior of the new Walk-Over store in London. Note the simplicity of line 
which stamps this as completely modern. Harmonious coloring, both inside and 
out, make this a pleasant place in which to shop. 


LONDON, ENGLAND—The George E. 
Keith Co., Brockton, Mass., has opened 
a new store at 351 Oxford Street, Lon- 
don, W. 1. The fascia and columns are 
of Travertine marble in biscuit-beige, 
while the inscription on the fascia con- 
sists of bronze letters with recessed 
neon tubing burning a greenish-yellow 
color, which has the advantage of 
standing out over the various neon 
lights in the locality. A heavy bronze 
sill running over the top of the win- 
dow is duplicated at the bottom of the 
window riser running almost to pave- 
ment level with a black marble base 


set under the lower sill. Recessed lights 
in the window ceilings make the Walk- 
Over inscription on the unlit transom 
stand out with a bold shadow effect at 
night. The lobby floor is of Terrazzo 
mosaic in beige and orange. 

Window fittings of a new copper tone 
and glass fittings of peach-colored plate 
glass are made to the store’s own speci- 
fications. Invisible supports are used 
to hold the shoes displayed. 

The store interior is done in light 
oak. Sycamore chairs—a little lighter 
than the oak fittings—with walnut in- 
lays at the backs have been specially 


designed for this store. Two settees 
match the chairs, as do the fitting stools 
and the ashtrays and umbrella stand. 
Ceiling and walls are biscuit color to 
tone in with the rest of the fittings. 

The men’s department in the front 
of the shop is marked off by a green 
cork carpet. The women’s department 
is carpeted in plain beige Wilton car- 
pet. A bronze strip marks the break 
between the two departments. 


Cinderella Is Found 


CHATTANOOGA, TENN.—In connection 
with a Cinderella Dance staged by a 
local high school group, Al Prel, man- 
ager of Lorraine Shoe Store, offered 
a pair of slippers to the dancer who 
had feet small enough to wear them. 
Miss Charlyne Hampton, one of the 
prettiest of the dancers, presented a 
foot that the shoes fit perfectly. Cin- 
derella was found. 


Kalb Factory Moves 
to Castile 


ROCHESTER, N. Y.—The business of 
the Kalb Shoe Manufacturing Co., Inc., 
makers of infants’ shoes for a number 
of years at 90 Mill Street, recently was 
moved to Castile, N. Y., where it will 
occupy a modern single floor factory. 
This factory makes infants’ stitchdown 
and cemented shoes. Lyle D. Branni- 
gan is president of the company. 
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SALESMEN WANTED 


BUSINESS OPPORTUNITY 


| BUSINESS OPPORTUNITY 


























SALESMAN 


To sell rubber and canvas footwear in Western 
York 


a eS aa Ee State. Must 
have car and shoe 

SE Be Ry Bp —y Oy 
perience. 


CAMBRIDGE RUBBER CO. 
Boston, Mass. 








We have otnnty 
States for the past six 





called on the retail shoe trade throughout the entire United 
teen years and enjoy an enviable business and reputation. 

We contemplate opening in the near future, a Pacific Coast selling and distributing 
division, and can assure reputable manufacturers of known 


polish, laces, trees, arch supports, rubbers and kindred items, except shoes, a 
profitable volume business in that territory. 
We invite correspondence. An executive will be glad to call on you. 


Address No. 97, care of BOOT AND SHOE RECORDER, 239 West 39th St., New York City. 





products, such as shoe 











Lg mg ~ for Nebraska, Iowa, North and 


~ he line of infants’, chil- 
dren’s, misses’ irls’ footwear in- 
stock, to retail ad F100 to $2.00. Must have 
established trade travel by car. Can be 
carried with non-conflicting line. Give all de- 
tails in first letter. Arenber, Agen Shoe Co., 
336 Penn Ave., Scranton, 


ALL territories open for line of infants’ 
misses’, and growing girls an voy & and 
welts. Carried in-stock D. Re 


tail from $1.79-$3.00. Only ne 
men with rl ee trade 7 will be considered. 


All details confidential. Address $90, care Boot 
& Shes apes 239 West 39th Street, New 








Fer the towies states—Delaware, Carolinas, 

West Virginia, Tennessee 

ph By - line Women's Novelties. and 
to retail two dollars and two fi 
Straight commission basis. Side line no 
. Address $91, care Boot Ss 

- , 239 West 39th Street, New York, 





Rear SAL yet en | Country to 
be covered il and department 
store trade from po A tha with in-stock de- 
partment. Women's and —e to re- 
tail from $1 to $1.50. 
Address § care Boot & Shoe Recorder, 140 
y * 





WANTED—To place with salesman coveri 
Bore and Indiana strong line of Men's 
Work and Dress to be sold in con- 


business. Address 
hoe Recorder, 140 Federal St., Boston, 





FOR SALE 








UNUSUALLY BEAUTIFUL 
SHOE STORE 











Fe: SALE! Well established retail poe mg 
foe Mala ‘Ser St., New Canaan, Conn. 





O Prceserey for young 
Ladies’ Novelty Stores, qpuniags i in Michigan, 
Small capital required, sy onmne, age, 
reference and how much ca Address 
5, care Boot & Shoe Recorder, 0 West 39th 
treet, New York, N. 





POSITION WANTED 


| Aopen prea Merchandise Manager-—suc- 
cessful record past twelve years, merchan- 
dising and styling women’s in a shoes for 
one of ae | St. Louis manufacturers. A-1 

references. Address $92, care Boot & Shoe 
Recorder, 1627 Locust St., St. Louis, Mo. 








HELP WANTED 


QO FPORTUNITY—Factory foreman wanted. 
Experienced infants’ shoes, complete knowl- 
1366 production and making room experience. 
+ alg. daily capacity. tion small cen 

ork town—investment cemivek 
Give all particulars first letter—age—experience 
—references. Address $96, care Boot & Shoe 
Revesder, 239 West st 39th Street, New York, 








SHOE STORE WANTED 


SHOE Store Wanted New York “Het or sub- 
urban. Write particulars. A. lander 
1850 Phelan Place, Bronx, New York. 




















TO LET 





Minimum guarantee within 
Smart Ready to 
100% location. Ow 
investigation = 
Shoes to sell 
112 West 2nd St., Davenport, Iowa. 


prove. Answer 


To LET: Space for leased shoe department. 

percentage basis. 

Wear Shop, absolutely best 

onderful opportunity, —_ 
immediatel 

4.00. to $7.00. N. S. Lowte, 





INCOME TAX RETURNS 





prepares income tax returns. 
hat oy month-quarter-year. Personal service. 


Murray Hill 4-1995. 








Purse String Shoes 


Boston, Mass.—Purse string shoes 
are on the list of the novelty makers. 
The string, or lace, is threaded through 
the vamp, over the instep. The vamp is 
cut loose. When the lace is drawn taut, 
the vamp is gathered in a shir, like 
the top of a money bag when the purse 
strings are drawn. 

The string, or lace, is pulled taut 
in the shoe factory, not in the retail 
store. The shoe is made with a shir. 









Moving to Larger Quarters 

Cuicaco, Iti.—McBreen Shoe Co., 
Inc., shoe retailers here featuring 
women’s novelty shoes, are moving to 
larger quarters at 305 West Monroe 
Street. This is a ground floor location, 
and it is the opinion of the firm that 
this location will offer better facilities 
to service the trade. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
other classified advertisements the rate is 7 cents per word. 
Ze coke, canis ted te obaed for Ge eddies. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 


SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “¥® 








Minimum charge, $1.25. 











Cer= PUBLIC ACCOUNTANT, New 
"Books 


Reasonable Fees. Tobias Brody, 50 West 29, 
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WANTED TO PURCHASE 








ity, Arch Preserver, 
tentena, Stetson, Red 
IRVIN RUBIN 
“The House of Jobs’’ 
SY Reade St., Cor. Church 
teve Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 

















Michigan Merchants 
Stage Shoe Show 


[CONTINUED FROM PAGE 26] 


McCloskey, president of Shoe Travelers, 
paid strong tribute to Convention 
Chairman Herman Meyers and individ- 
ual Travelers. Mathan Hack, pub- 
licity chairman, introduced the princi- 
pal speakers. Harold R. Quimby, editor 
of Creative Footwear, spoke on “How 
to make money by spending money.” 
He said: “Consumer education has 
taught woman consumer to spend her 
dollar intelligently today. Her faith 
and confidence will not be easily swayed 
by price wars. As a consumer, I am 
interested in the Patman bill, because 
I have to pay taxes. Insidious influence 
reflected in this bill will be felt by every 
retailer, in mass unemployment and 
other ways.” 

Arthur D. Anderson, editor of Boor 
AND SHOE RECORDER, said: “This year 
looks very good for retailing. We are 
going to see a very big Easter season. 
In May and June, the biggest distribu- 
tion of WPA money will come to its 

Rearmament expenditures at the 
rate of two billions per year will mean 
more spending. 

“This will be a miracle year for shoes 
for men. They’re new for first time 
since 1886. Be audacious in types of 
men’s shoes you select. Let’s for once 
put over a real promotion for men for 
Father’s Day, June 18. 

“This is a whimsical year for shoes. 
We’re in a business like millinery, 
whether we like it or not. This year, 
make an adequate profit on whimsical 
items by adequate markup.” 

The Board of Directors of the Mich- 
igan Retail Shoe Dealers’ Association 
unanimously voted: 

“The shoe merchants of Michigan 
are opposed to any measures, bills and 


laws being proposed to the Legislature 
increasing in any way the burden of 
taxation, believing that the multiplicity 
of boards, examiners and State em- 
ployees perpetuate cost and expenses 
into the future, and that this is no 
time for the addition of taxes to pay 
for such machinery of government in 
class legislation not directly explain- 
able to the public as in the broad pub- 
lic interest.” 

The following officers were elected 
by this association: President, Richard 
Schmidt, Hillsdale, Mich.; executive 
vice-president, Clyde Taylor, Detroit; 
secretary-treasurer, Robert Murray, 
Charlotte; field secretary, O. R. Jen- 
kins, Portland; directors—J. H. Bur- 
ton, Lansing; Arthur Jochen, Saginaw; 
Edward Nunnelley, Mt. Clemens; 
Howard Preston, Battle Creek; C. E. 
Masters, Alpena; R. D. Willoughby, 
Plymouth; Frank McElroy, Port 
Huron; Steven J. Jay, Detroit; Fred 
Murray, Charlotte; Clyde K. Taylor, 
Detroit; A. G. Pond, Jackson; Nathan 
Hack, Detroit; Herbert Burr, Fern- 
dale; Ralph Meanwell, Ann Arbor. 


Advertising Campaign 
Stimulates Sales 


ROCHESTER, N. Y.—‘“Yes, we have 
had a notable increase in our $5 to $7.50 
men’s shoe volume,” said Allan B. 
Draper, store manager of Pidgeon’s, 
25 Clinton Avenue, South, in Rochester, 
N. Y. “And I believe that a good por- 
tion of the increase can be credited to 
the advertising campaign which we 
started some weeks ago. You see, we 
hadn’t been getting what we thought 
was our share of this price business, 
so we decided to do something about 
it. We called in our advertising agency 
and told them to get the business. They 
did! The ads are based on the theory 
that if you place something unusual in 
front of the average man his curiosity 
will compel him to read your message, 
so we decided to use novel art-work, 
humorous headlines, plenty of white 
space and a really punchy sales mes- 
sage. Frankly, the results were very 
gratifying. Not only did we begin to 
sell more of our $5 shoes, but we 
noticed a larger percentage of new feet 
in our store; feet we hadn’t fitted be- 
fore. Many of our customers com- 
mented directly on the advertising, 
others asked for the shoes by name. 
Incidentally, we coined a name for the 
shoes, a name which we think men 
like. We call them Pidgeon’s Town- 
stops, using the word Townstops 
throughout our copy in various forms 
of puns. Our ego was somewhat flat- 
tered when Patton & Hall, of Schenec- 
tady, not only admired our advertising, 
but also requested our permission to 
use the same message in their city.” 

Both Mr. Draper and Bill Pidgeon, 
founder and owner of the Pidgeon 
store, expressed an optimistic note in 
their forecasts of the coming year. Re- 
tail business, both of these practical 
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MERCHANTS’ NEEDS 


PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 





Roller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$47.50 


Special combination cffer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
Indiana. 

Eastern Representative: Charles Henry Brown 
& Son, Marbridge Bidg., New York City. 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, ind. 





TTT AY IDB 
Shoe Re- Shaping Devices 
Alter Shoes to Fit 
Viiisurimasst 
Make the necessary 


fitting adjustments to provide 


foot comfort 


DUNDE SHOE RE-SHAPING DEVICES, INC 








shoemen feel, will be better in ’39 than 
it was in ’38, but the merchant will 
have to keep on his toes to get his share 
of it. 


Single Shoe Ads Successful 


CuHIcaco, ILL.—An excellent response 
is being experienced by the Walk-Over 
State Street store to a series of ad- 
vertisements which feature a single 
shoe, Carl Fliesbach, manager, reports. 
The advertisements are being run in 
the Sunday papers in one of the 
women’s sections. A different type shoe 
is selected for each of these advertise- 
ments, and with a large reproduction 
of the shoe there are listed some of 
the outstanding construction features, 
such as goring, low heel, softie toe, etc. 
Not only do these advertisements bring 
people into the store to ask for the 
specific shoe, but they also draw mail 
and telephone orders. 





